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It used to be “Caveat 
Emptor’ — let the buyer beware; let him pur- 
chase at his own risk. 

Here in America it is “Let the maker be- 
ware’ —let him make at his own risk. 

Let him cut the quality of his household 
appliance or his can ot food —a million women 
will blackball him off their lists—faster than 
you care to think. 

Let him substitute an inferior part or in- 
gredient—the purchasing agents of the country 
will put him out of business—and it won't 
take long. 

[.et him cut corners anywhere along the 


line—millions of once loyal customers will 


ker beware! 





. a million women 


qvill blackball him 


off their lists. 











Let him cheapen the tine name and fine 
trade-mark he has built—and almost overnight 
they can put the padlock on his factory. 
Like Caesar’s wife—the fine trade-mark 
must be above suspicion. 
The responsibility of the true American 
manufacturer is to make just what he says he 


makes, or make it even better, and——to stay 


turn him the cold shoulder. 


where vou can find him. 





To large users of duplicating materials 

















Mimeogra 


MIMEOGRAPH is the trade-mark 


Are you responsible, directly or indirectly, for 
the duplicated material produced in your 
othce? if so, we ask that you review it some 
day soon. Is it doing the job? Is it a credit 
to you: 

We Take the Responsibility 

In leading cities we have men who will make 
a careful analysis of your duplicating prob- 
lems. They are familiar with similar problems 
and can show you many tested ways of making 
and saving money. 

Through our Customer Aid Department 
we will train your people to turn out better 
looking copies at a lower cost and in less time. 
New Machines 
Many executives who started their careers as 
office boys think they know all about the 
Mimeograph duplicator as the result of having 
operated one twenty or thirty years ago. We 
ask these men, and others, to see and try our 
new products. They are streamlined beauties 


with traditional Mimeograph quality in every 
bolt and gear. 
Purchasing Agents 
—and others who control the purse strings 
know that a Mimeograph machine lasts prac- 
tically “forever.” They recognize the depend- 
able character and economy of Mimeograph 
stencil sheets, inks and other supplies. 
Stenographers 
—who prepare the stencils know that 
Mimeograph stencil sheets are far easier to 
prepare, easier on the eyes, and more adaptable 
to the touch than any other brand. They know 
that the seventy-third or the nine hundred and 
seventy-third copy will be just as crisp and 
legible as copy No. 1. 

eS 


May we consult with you on your duplicating 
problems? ... A. B. Dick Company, Chicago, 
Illinois. Distributors in leading cities. 


ph duplicator 


Pp} Company, Chicago, 


P1i¢ the U.S. Patent Office 











eS eae eae 


A cctlbned celal dbs Ke i hala acpeaataeatiia tt. 








REPORTORIAL: 


OUR COVER INDICATES (or should) that this 
month we are focussing attention on the 
desirability of attending the D.M.A.A. 
Convention in Atlantic City, N. J. On the 
four pages of the center insert .. . start- 
ing page 19 . you will find the pro- 
gram. It is a good program .. . and 
just right for the times. 


* * 


How can Direct Mail best meet today’s 
conditions? That is the problem that must 
confront every user of Direct Mail. In a 
world gone mad with hate, fury and de- 
. advertising faces a challenge 
With the mails 
falsehoods and 


ception . 
never before experienced. 
flooded with distorted 
truths—how can the legitimate advertisers 
present their claims in shining, glittering 
truth? 

Rohe Walter and his program committee 
have gathered together a crew of sound 
and sensible, but hard-hitting, practition- 
ers in truthful and resultful advertising. 
These people are not interested in fancy 
oratory nor flowery and unproved theories. 
Thirty or more experienced men and 
women will give freely of their experi- 
“Let’s 
theme that 


ences . . . and of their results. 
talk about Results” ... is a 
should pull many an extra hundred peo- 
The chance to talk 


. and to question... 


ple to Atlantic City. 
and mingle with. . 
the Fifty Direct Mail Leaders is alone 
worth the cost of the trip to Atlantic City. 
One single idea gained may save or make 
more than the cost. 


> >: 


But there is one feature on the program 
which should be heard by thousands of 
users of the mail. It is listed as the 
“luncheon meeting.” Your reporter knows 
more about the work of Sanford Griffith 
than can be revealed in this public report. 
Those who attend the record (off the 
record) meeting at Atlantic City will have 
a closer and more intimate understanding 
of what has been happening under the 
surface in this land of ours ... and of 
the intensive work that is being done te 
save Democracy. You will get the inside 
story. It has never been told from a speak- 
ers platform before. And even now... 
some of us are not so sure that “Sandy” 

But he has 
and will be. 


should come out in the open. 
promised to be there 

Don’t come if you do not love America. It 
will be tough going for those who do not. 


* % 


Naturally, it won't be all work in At- 
lantic City. Adrian Phillips and Nancy 
Burke are past masters in the art of mak- 
ing people comfortable—and opening up 


avenues for pleasures. 
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Remember, that this is the first time in 
twenty-two years that the Direct Mail 
Advertising Association has held its con- 
vention in a small or resort city. The 
crowd will be held together—much better 
than in big cities with distracting diver- 
sions. In Atlantic City everyone will be 
together—with common interests—and with 
unlimited opportunities to get acquainted. 


* 


For first time in several years, there will 
Paper mills, print- 
ers, envelope manufacturers, etc., are co- 
operating. That will give you a chance to 
see “What's New.” 


be a supplier exhibit. 


The Reporter staff will “cover” the con- 
vention from start to finish. Our photog- 
rapher will be on hand to shoot the high- 
lights. Speeches and discussions will be 
summarized. Next issue (September re- 
port) will be delayed four extra days to 
include convention highlights. But don’t 
let that keep you away from Atlantic City. 
Remember ... you do not need to be a 


member of the Direct Mail Advertising 


Association to attend convention. Just pay 
registration fee. 


The D.M.A.A. Convention is the one 
chance of the year for Direct Mail people 
to get together and swap experiences! 
Don’t miss it this year. 


Bring your questions, your problems and 
your note book to Atlantic City on October 
2nd. We'll all have a good time .. . but 
“Let’s talk about Results.” 

H. H. 


P. S.—Now dig into the following pages. 
You should find plenty of ideas. This 
month we have given you more letters .. . 
because letters are always _ interesting. 
There are serious letters, inspiring letters 
and foolish letters. Some month it would 
be a great experiment just to print without 
. all the letters which come to 


But that 


editing . . 
this reporter during the month. 
would take a big book. 


Incidentally, all readers of The Reporter 
are advised to be on the watch for a special 
bulletin from The Hi-Timers. Plans are 


nearing completion. 
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Envelopes 
--- that sell 


YOUR REPORTER illustrates recent specimens 
of envelopes which bear selling messages 
or attention catching designs on the out- 
side surfaces. We illustrate these speci- 
mens for a purpose. Post Office for a long, 
long time was very strict in its interpre- 
tation of the rule that there could be 
no printing within 3%” of the right-hand 
side of an envelope. This rule was orig- 
inally intended to keep the address free 
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and clear of all distracting objects. The 
rule, however, placed a serious limitation 
on the designing of envelopes. Even an 
attractive border band running across the 
bottom was barred because of the rule. 
Progressive envelope manufacturers, work- 
ing in friendly cooperation with the Post 
Office officials 


out the whole problem. Catalog and book- 


. have managed to iron 


let envelopes may be printed over the 
entire front surface PROVIDED THERE 
IS ONE CLEARLY DEFINED BLANK 
SPACE WHICH BEARS THE POSTAL 
PERMIT, THE RETURN CORNER 
CARD AND THE NAME AND AD- 
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HILLVIEW 
POULTRY 
FARMS 


DRESS OF THE RECIPIENT. This 4” 
x 6” space can be placed at any position 
on the envelope .. . just so it is clearly 
defined. Notice, too, in the illustrations 
above, that space can be irregular (see 
House silhouette) so long as area is 4” 
high by 6” wide. In planning envelopes 
of this character ... it is best to show 
finished design to your Local Post Office 
officials before proceeding with printing. 
This is a good step forward . and we 
hope all users of the mail will cooperate 
with the Post Office to avoid any misuse of 


the privilege. 
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“It is for me to say what is good .. .” 


IT WON’T HAPPEN HERE 


This will be our shortest report concerning the ““War in the Mails” situa- 
tion. The month of August brought real results for the campaign which 
started last May . . . to uncover, expose and destroy Nazi disruption through 
the mail. 


We can tell you now that prior to the publication of our “War in the 
Mails” exposé in the July Reporter . . . several branches of the United States 
Government received advance copies. Likewise, most of the news services 
and the metropolitan newspapers were furnished advance proofs. Many 
newspapers featured the story simultaneously with the appearance of The 
Reporter. PM followed up by publishing an exposé of some of the things 
we helped to discover concerning the German Railroads Information Office 
which did not pertain to Direct Mail. 


The Dies Committee went into immediate action. Your reporter was 
subpoenaed, and he submitted all of his evidence to the hard-hitting crusader 
from Texas. 


The German Railroads Information Office was raided on August 23rd. 
Mailing lists and records were seized from Ernst Schmitz. The American 
Fellowship Forum was raided and the officers were served with summonses 
on August 29th. The German Library of Information was raided on 
August 30th. The Dies Committee will start public hearings sometime during 
September, but in the meantime evidence is being sorted, weighed . . . and 
there will probably be many other subpoenaes served. 


Authentic information indicates that the German spy nests which have 
been flooding this country with disruptive mail are just about ready to give 
up the ship, but of course they are trying to hold on until the last minute, 
or until they have found other ways to keep the propaganda going when, 
as, and if they are forced to leave this country. Your reporter prophesied 
some time ago that the next German effort through the mail would be through 
the channels of countries conquered by the Nazis. Present indications are 
that some of the Nazi and anti-British propaganda will be handled through 
the Nazi controlled Petain government representatives in this country (unless 
this government moves quickly). 
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Most dramatic News ‘‘Cartoon” 
of the Month. Louis Raemaeker’s 
powerful crayon sermon in PM 


WATCH DOGS OF 
DEMOCRACY! 


THATS WHAT Editor & Publisher labels 
the members of the press who have cast 
aside dangers of libel suits—and who have 
warned the American Public by telling 
the truth about the Nazi campaign of dis- 
ruption. Your reporter wishes to salute 
the press and the radio for the backing 
received on his mail-fraud attack. PM, the 
N. Y. Post and N. Y. Mirror were the 
first to unleash the barrage. Other papers 
and radio stations followed. The Chris- 
tian Science Monitor has been extremely 
helpful. All news services participated. 
Johannes Steel devoted much radio time 
describing the misuse of the mail exposé. 


From now on your reporter will turn 
over to press and radio all propaganda 
evidence not dealing strictly with fraud in 
the mail. The Reporter will continue to 
hammer away on the mailfraud until that 
fraud and its perpetrators are defeated. 


SWORN STATEMENT 


WE LIKE THE IDEA used on a recent four 
page letter folder issued by The Book 
League of America, 15 West 48th Street, 
New York City. Printed at the right-hand 
side of the letterhead is a bright red 
jagged edge seal. Printed on the seal “A 
Sworn Statement of Guarantee Accom- 
panies This Letter.” And sure enough... 
inside (attached to the circular) is a 
miniature certificate measuring 444” x 344” 
containing a formal statement of guarantee 
concerning the offer which is signed by 
the President and a Notary Public. That 
seems like a good way of putting across 
the idea of dependability. 
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A CIRCULAR MAILING 


Your reporter picked up a circular at the 
Baby Chick Convention in St. Louis which 
is the circular of all circulars. Issued by 
the Robbins Incubator Company, Denver, 
Colorado. It’s entitled “A Popular Rec- 
ord * Robbins Incubators.” Eight page 
booklet is die-cut to resemble a phonograph 
record. A slight straight edge is retained 





at left-hand side to accommodate two 
stitches. Title is carried on a center red 
seal to resemble an actual record. Booklet 
emphasizes with testimonials and other 
good copy the record of results from using 
Robbins _ Incubators. Most 
phase of this promotion was the envelope. 
A square affair which was mailed under 
permit. Envelope carries title “A New 
Record ... (hole) For... You”. Where 
we have indicated hole in sentence above, 
there was a die-cut circle in the center of 
both the front and back of the envelope 
to which the red seal on the _ booklet 
showed thru. Don’t know how this passed 
the Post Office Department .. . since 
envelopes with windows are strictly regu- 
lated. Windows in envelopes are supposed 
to show nothing but the name and address. 
Perhaps the Post Office is getting more 
liberal in this respect. They should. Die- 


interesting 


cutting in envelopes is very effective. Post 
Office objection is based on fact that cor- 
ners of other envelopes may get caught or 
torn in the windows. However, the Rob- 
bins mailing is the best application of 
die-cutting for envelopes we have yet seen. 


QUESTION? 


CAN ANYTHING BE DONE by the Direct Mail 
Association to start a movement to advo- 
cate better handling of the mail by carriers? 
R. G. Sutherin, Adv. Mer., Bakery 
Equipment Division, American Ma- 
chine and Foundry Company, N. Y. C. 


Reporter's Note: Officials in Washington 
Department are always trying to improve 
handling of mail. Send evidence of bad 


handling to them.—H. H. 
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On Tuesday, August 27th, Congressman Samuel Dickstein, Chairman 
of the House Committee on Immigration and Naturalization, made a speech 
in the House of Representatives on the whole subject of the misuse of the 
mail by the German government. He introduced all evidence gathered by 
this reporter. He recommended that some legislation, similar to that sug- 
gested in our last issue, be acted upon. 


This legislation would prohibit any foreign government or its agents 
from soliciting by mail or in person, any resident of the United States 
for the purpose of securing an acceptance of a form of government 
opposed to our own. 


With Congress jammed with important legislation, we may have to sit 
back and wait... but ACTION IS NEEDED IN THIS CONGRESS . . . so 
every reader of this magazine and every business man who is interested in 
the mail and the future of this country should write to their representatives 
in Congress . . . giving their personal opinion on this important subject 
of propaganda in the mails. (Use proposed legislative form printed in bold 
type above.) It should be particularly appropriate for all mail users to 
write letters of commendation to both Congressman Martin Dies and Con- 
gressman Samuel Dickstein (House of Representatives Bldg., Washington, 
D. C.) for their courageous and helpful attitude. Congressman Dies issued 
a statement to the press saying that he would recommend that the Postal 
Treaty with Germany be abrogated. 


“War in the Mails” campaign has spread like wildfire into unusual 
places. Editor Fred W. Baer of the International Fire Fighter. official 
magazine of the International Association of Fire Fighters, A. F. of 
L. Bldg., Washington, D. C., summarized The Reporter evidence on the 
misuse of the mails . . . and the story reached 40,000 fire fighters late in 
July. That may prove to be prophetic coverage. Fire fighters are needed. 
Johannes Steel (famous radio commentator) during coming weeks will issue 
a million copies of special pamphlet entitled “Treason, Inc.” with complete 
“War in the Mails” exposé by your reporter, plus articles by Wythe Williams, 
Eugene Lyons, Dr. Albert Parry, Guiseppe Lupis, Charles Hodges, and 
others. Watch your newsstands. Price is 15c. 


The work of your reporter on this particular mail-fraud case may seem 
to be completed . . . but we have only just started. As fast as one Nazi 
agency is exposed, it has been the custom in other countries for a new and 
more secretive agency to take its place. Be alert, let's keep our eves and 
ears open. We are still gathering evidence and this new evidence confirms 
or amplifies our previous testimony. New and startling evidence discovered 
in recent weeks is . . . that certain Congressmen are allowing the use of 
their franked envelopes in an amazing secret way. Plain franked envelopes 
are stuffed with reprints from the Congressional Records. Envelopes are 
sealed and packages of these plain envelopes are delivered to German-Amer- 
icans (on the Berlin master mailing list) with instructions to hand-address 
and deposit without postage in nearest mail box. Someone with authority 


must make that story public. 


For the critics who claim that volume of Nazi propaganda was insig- 
nificant . . . look at figure furnished to Dies Committee by Post Office De- 
partment. Here is monthly meter record of German Library of Information 
(2,164,476 3rd class pieces since August 29th, 1939. 


so in Ist class). 


Another million or 


THE REPORTER 

















Here are the figures for pieces of mail sent month by month: 


PE he Kwdswawans 267,416 US ste eer Oi £ ig esse 126,529 
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ey 118,985 I ia MGkg Vania enns eee 215,282 
errr 77,843 EEE Ee oe rr eT 192,431 
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The balance of our report has more sunshine in it. More than 100,000 
copies of “A Letter to Three Sons” have been distributed by readers of The 
Reporter. Orders for reprints are coming in daily from those who received 
the first reprint. The National Board of the YMCA has completed the job 
of making dramatic transcriptions . . . not only of the Letter to Three Sons, 
but also “Letters From Three Sons.” These transcriptions will be spot- 
broadcast by local YMCA’s during the Fall and Winter months. Many 
house magazine editors are reprinting the letter together with summaries 
of the “War in the Mails” evidence. One publishing house is including the 
message to 500,000 teachers and students. 


Letters are arriving from all over the map offering to help in the 
formation of the Hi-Time movement. Leaders in advertising and in general 
business are meeting with increasing frequency . . . and the Hi-Timer move- 


ment is definitely on the way. 


Your reporter has demonstrated that an insidious Direct Mail propa- 
ganda campaign can be counteracted and partly stopped by well directed 
publicity. However, there are so many ramifications to the Nazi network, 
that laws must be passed to prevent a constant recurrence or substitution. 
If we are to save democracy, Nazi propaganda must be barred from the 
mail and unfriendly Nazi agents must be driven from these shores. 


Now that we have started to get action, we can’t sit back and take it 
easy. It will take more action to keep things going and to counteract all 


the poison that has already been injected. Keep your eyes open for all 


evidence of destructive propaganda in the mail. Send your evidence to 
the Dies Committee or to the Federal Bureau of Investigation, Washington. 


When you get the Go Ahead signal on the Hi-Timer movement, go to it. 
Destructive propaganda can be counteracted by constructive and _ patriotic 


advertising. Your reporter repeats again: 


“/t is Hi-Time we all are doing something about this America of ours. 
And now is the time to start.” 


H.H. 


Chaos and Disruption will not happen here IF 
all of us are constantly on the alert to uncover 


Nazi propaganda ... and to counteract it. 
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TIMELY EDISON BOOKLET 


IN REPORTING on the new booklet being 
offered by Thomas A. Edison, Inc., West 
Orange, New Jersey, to business execu- 
tives of America, we might as well confess 


RE-ARM 


EXECUTIVE 





at the start that we are prejudiced on two 
counts: 1. The timely title, “Re-Arm the 
American Executive,” which we feel is so 
important right now; 2. The product adver- 
tised—that gadget that makes The Reporter 
possible—the Ediphone. (Reporter copy 
dictated from beginning to end.) 


But viewed objectively, without the fav- 
orable bias mentioned above, “Re-Arm the 
American Executive” is still an excellent 
piece of Direct Advertising. 6” x 9”, 28 
pages, printed in two colors, this booklet 
is characterized by a judicious use of color, 
effective modern design, and serious and 
sound copy. The latter explains that, while 
national attention has been focussed on 
increasing factory production, little or no 
thought has been given to stepping up 
executive production. Yet the chief re- 
sponsibility for the success of the national 
program for safeguarding the American 
Way will rest squarely on the shoulders 
of the American business executive. Edi- 
phone suggests ways of saving executive 
time and speeding executive production. 
Congratulations. 


Don’t miss the D.M.A.A. program in 
center insert .. and don’t miss attending 
this annual get-together of Direct Mail 


Users. 
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CELLOPHANE ENVELOPES 


CELLOPHANE HAS BEEN USED for a lot of 
things . . . but the Post Office always 
objected to its use for envelopes because 
penciled notations (for undelivery or new 
addresses) could not be written on the 
shiny surface. 








The difficulty has now been licked. Dur- 
ing the last few days of August the Cup- 
ples-Hesse Envelope & Litho. Co., 4175 N. 
Kingshighway Boulevard, St. Louis, Mis- 
souri, sent out a national mailing of a 
folder enclosed in a Cellophane envelope 
which was printed in two colors, face and 
back. Unprinted windows were left on 
the back side . . . with illustrations from 
the folder showing through these windows. 
Front side contained an oval window 
through which appeared the address. A 
4” x 6” space was printed in a special 
white ink on the face of the acetate Cello- 
phane and in the upper left hand corner 
there was a notice to the Postmaster tell- 
ing him that the white space below could 
be written on with pen or pencil, (or rub- 
ber stamped) for making any changes of 
address. The flap for the Cellophane en- 
velope was held with a string and button 
fastener. We predict that such envelopes 
will be widely used. Appearance is ex- 
cellent ... the transparency of unprinted 
sections offers unlimited opportunities for 
curiosity and selling appeals. 


HOUSE MAGAZINE SAMPLING 


AN INTERESTING innovation introduced by 
the Southwestern Drug Corporation, in 
its four page, 842” x 11” printed house 
magazine, “Southwestern Round-Up.” Au- 
gust issue. Now in Volume 5, Number 8. 
The house magazine carries four columns 
to the page. On the back page of this 
August issue, in the two center columns, 
is an article entitled “Try a Sample of 
Chap Stick.” Article describes the new 
Chap Stick being marketed by Southwest- 
ern Drug Corporation. Part of the set-up 
is left blank. To the blank space is stapled 
an envelope containing actual sample of 
the new product offered. That’s an inter- 
esting way to put across the sampling idea 
in a regular house magazine. 
Our congratulations! 
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AN IDEAL FOR ADVERTISERS 
My Dear Louis: 


Twice of late you have invited me to sit at the head table at the Ad- 
vertising Club luncheons, and I’ve done some thinking as I sat there where 
I could look into the faces of our fellow members. I know that at the same 
time they were looking into the faces of us who sat on the platform. What 
would some neutral observer, looking through a peephole with wise eyes, 
read in our faces?) How many of us are afire with some worthwhile purpose? 
How many of us have a definite goal? How many of us, if asked to write 
down the ideal we hope to materialize some day, would have anything about 
which to write? Some of us may possibly know for a certainty that we 
can find happiness, inner contentment brilliantly illuminated by moments of 
ecstasy, only by expressing our mental wealth in useful work that we love 
to do. But how many who do know that are making the effort that ought 
to be made to fit themselves for greater giving? The young lover is glori- 
ously happy because he is afire with the desire to share himself and all 
that he has and expects to have with the girl who has won his heart. He 
is rich because he has something fine to give, and some one to whom he 
can give. How many of us have any of that heart-warming glow of the 
lover as we think about the things we are selling or making? How many 
of us, as we approach our customers and prospects, have the “Give” idea 


and not the “Get” idea uppermost in our minds? 


I am wondering if it would not be a fine thing, two or three times a 
year, to bring to the club speakers who deal with the fundamental laws of 
living. We have a sufficient number of technicians who deal with what 
after all are merely surface things. Those who tell us about billboards, 
direct mail, house organs, magazines, newspapers, printing, etc., are doing 
useful work. 


But how much genuine “lift” is there in those talks? 


Mind, I believe such talks should be given frequently. They serve. 
But shouldn’t we have an occasional talk by some one who can take us 
up onto a high mountain, or, better still, take us to the base of the highest 
mountain and point out to us the trail to the heights which we can climb 
ourselves ? 


In our selling aren’t we too often limiting our effectiveness by being 
what is called “practical” instead of daring to be idealists? What, after 
all, is an ideal? It is only an idea perfected. Why do we persist in acting 
as if we believed that an airplane beacon is greater than the sun? 


The most famous village in the world is probably Oberammergau. Why? 
Because for over 300 years the people of this town, which now has less 
than 3,000 population, have been living in the radiance of a great ideal. 
Each youngster, inspired by the oldsters, dreams of the time when he 
may be chosen to play the part of the Christus. If he cannot know that 
supreme pleasure, he may be able to play one of the other leading parts. 
If not one of the leading parts, then he knows he will find his share of 
pleasure in being one of the 1,200 actors in the great Passion Play. One 
has but to look into the faces of those peasants up there in the Bavarian 


Alps to realize the inagical transforming power of living consciously to 
express a high ideal. 


Now, I’m not arguing that we advertising people should imitate those 
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Bavarian villagers. Our play is different in externals. But is it really 
any different in essentials? We do not dream of playing the part of Christ 
in a Passion Play, but what is to prevent us from approaching our daily 
work, as those villagers approach their play, with the spirit of fine purpose? 


Possibly all of us have a definite high ideal towards which we are 
working. If we have, are we sharing our vision with others, or in our talk 
with them do we pass out only the small change from the treasure house 
of our idealism? 


The Roman Catholic Church shows supreme wisdom in maintaining 
the sacrament of the Confessional. That is in harmony with nature. We 
must be permitted to eliminate our poisons. The Roman Catholic Church, 
therefore, provides a confessional wherein the Catholic may confess his 
wrong-doings to a priest and be sure that what he confesses will be kept 
secret. 


Now I believe that we need what I would call a Creative Confessional. 
J would have men confess in public their finest hopes, their dreams, their 
aspirations, their ideals, their love for all that is finest and best. Men 
often do make such confessions when two of them get together in the right 
mood. But why shouldn’t more? Why shouldn’t more be encouraged to 
do so? Why shouldn’t all of us be reminded from time to time that if we 
dared to liberate our best constantly, nature would create something better 
for us to liberate the next time? And that sort of thing is what brings the 
truest kind of prosperity. 


That which wins always is the most idealistic—the closest to perfection. 


Why is it, then, that so many of us, even those of us who know much 
better, lower our standards and express satisfaction with what we know is 
our second, or third, or fourth best? 


Our job, as I see it, is not to sell advertising, printing, engraving, 
lithography, space in magazines and newspapers, etc. Our job is to con- 
tribute our help to those who need it so that they in turn may help others in 
need. No sane man of intelligence works solely for money profit. Often 
those who work solely for money profit get what they go after. Too late, 
they discover that what they worked for all their lives isn’t what they want 
after all. I have listened to the confessions of more than one multi-mil- 
lionaire. 


What can be done, then, in our advertising club work, to inspire all 
of us advertising workers to raise ourselves to higher levels of manhood 
and womanhood? My argument for this is not that of the old-fashioned 
preacher who talked of this life as a preparation for heaven after death. 
What interests me is a heavenly life right here and now. How can all of 
us, or at least more of us, find greater happiness on our jobs? How can 
more of us experience an ever-increasing number of moments of ecstasy in 
our work? How can more of us, with our present equipment, our present 
jobs, our present income, find joy? And how can we get better equipment 
so that we may experience still greater joy? 


It seems to me that nothing is more important than learning how to 
become artists in living day by day. My wise old friend, the late Frank 
B. Gilbreth, used to say that his religion could be expressed in one sentence. 
“My job,” said this brilliant management engineer, “is to increase the num- 
ber of happiness-moments in the lives of all the people with whom I come 
in contact.” 


If that is a reasonably good ideal towards which to work, if it will 
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FOURTH COLUMN ACTIVITY 


THAT IDEA MAN, Jules Paglin, of Porters, 
New Orleans, Louisiana . sends us 
latest example of how he keeps after lost 
customers down in Louisiana. We repro- 
duce recent statement sent to all customers 
who did not owe Porter’s any monthly 
balance. That is a habit constantly fol- 
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lowed by Jules Paglin. He uses his stand- 
ard statement form .. . but prints on the 
blank statement some cartoon or slogan 
which ties in with current timely events. 
In case you can’t read the reproduction, 
this statement numbers the four important 
columns with the Balance Due column la- 
beled as No. 4. Slogan reads “What We're 
Interested In Is More Fourth Column Ac- 
tivity From You!” 


Some day, Jules Paglin should publish a 
book reproducing all of the business-get- 
ting statements which he has used over 
the past many years. Jules turns his in- 
active accounts ledger names into his big- 
gest source of business. 


CALLING NEW YORKERS 


That one and only School of Direct Mail 
Advertising will open for the fall session 
on Thursday, October 10th, 7:15 p.m., at 
The Direct Mail Center—Room 1500, 17 
East 42nd Street, New York City. 


Better get all details quick. Reserva- 
tions are coming in now—and the enroll- 
ment is limited. 














THREE INTERESTING BOOKS 


l. “WRITING EFFECTIVE GOVERNMENT LET- 
TERS” by James F. Grady and Milton Hall. 
Published by Employee Training Publica- 
tions, Box 71, Washington, D. C. Price 
$1.50. Your Reporter discovered this book 
as an aftermath of the Letter Appraisal 
Chart which was mentioned in the June 
Reporter. Messrs. Grady and Hall pre- 
pared the chart for their interesting book. 

2. “Goodwill Letters that Build Busi- 
ness” by William H. Butterfield of the 
University of Oklahoma. Published by 
Prentice-Hall, Inc., 70 Fifth Avenue, New 
York City. Price $3.50. An interesting 
collection of good-will letters obtained from 
many sources . . . with thorough explana- 
tion of technique. 

3. “Direct-Mail Advertising and Selling” 
by Frank Egner and L. Rohe Walter. 


Published by Harper & Brothers, 49 East | 


33rd Street, New York City. Price $3.00. 
A how-to-do-it book by two well-known 
Direct Mail specialists. It packs a lot of 
information into 212 pages. 

Reporter's Note: During the rush and 
jam of the past month, your reporter has 
not had time to read every word contained 
in these three books, but we've read 
enough valuable highlights to route the 
volumes into our Library at The Direct 
Mail Center. Which reminds us to em- 
phasize again that The Direct Mail Center 
is open at all times to readers of The Re- 
porter. It isn’t just an exhibit hall. We 
have comfortable lounges, chairs, tables 
and even footstools for those who want to 
come and study campaigns, mailing pieces 
or books. The Reporter Staff is very 
casual about visitors. We don’t bother 
visitors who don’t want to be_ bothered. 
If you want to ask questions, you'll get 
courteous and speedy answers. But if you 
want to be left alone, The Direct Mail 
Center is a swell spot, because the mem- 
bers of The Reporter staff usually have a 
few odds and ends to clean up on their 
own hook before quitting time. Did we 
hear someone say “quitting time?” 


COMBINATION LETTER 


HERE'S AN IDEA for letter writing that 
might be suitable for something or other. 
It at least gets attention. G. W. Dotson 
of Bush Hatchery, Clinton, Missouri, wrote 
a letter on August 27th, 1940 to your re- 
porter. Our name, address and salutation 
neatly typed. Typist left a blank space 
2%4 inches ... then typed “Very sincerely” 
and the signature line. Written by pen in 
the blank space was “The ‘reportorial’ on 
page 3, was good. Thanks.” 
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give us all satisfactions we are not getting now by concentrating overmuch 
on “getting the signature on the dotted line,’ why don’t we discuss it 
openly? Many men have achieved conspicuous success by daring to think 
unselfishly and in big terms in the realm of usefulness to people of all 
classes and nationalities. 


Why not share these questions of mine with others and let us find out 
what idealism may be lurking in the minds of club members, ready to 
pounce out at the least hint of encouragement, like a crocus in the Spring. 


Yours sincerely, . . . Tom 


Reporter's Note: The above letter was written to Louis D. Gibbs back 
in 1930 when he was President of the Advertising Club of Boston. How 
many of you can guess without peeping further the name of the author. 
J. B. Howard of Curtis 1000, Inc., Hartford, Connecticut, sent us his private 
carbon copy a short while ago . suggesting that the thoughts expressed 
might prove just as valuable in 1940 as they were in 1930 when written 
by Tom Dreier . . . that house magazine fellow who commutes between his 
farm in New Hampshire and his villa beside the Gulf in St. Petersburg. 
Your reporter reprints the letter because he believes that advertising and 


the world need some such idealism more urgently now than in 1930. 


A PEARL OF AN IDEA 


Merrill C. Burgess of Burgess-Beckwith, Inc., 426 South Sixth Street, 
Minneapolis, Minnesota, has a pearl of an idea in his August form letter. 
Faintly imprinted at top of sheet is an opened oyster. Tipped at the correct 
spot is half of an imitation pearl. (Don’t ask us how they split the pearl in 
half.) Heading at top reads “You Have To Open Oysters To Get Pearls.” 
Regular letterhead form is at bottom of sheet. Story is so interestingly told 
that we ll repeat all of it down to the point where Merrill goes into his action 
closer. 


In the South Sea Islands, deep-chested natives dive time after time, bringing up 
great handfuls of oysters in the hope that some of them may contain pearls. 


There is no way of telling which oysters do bear pearls, and the oysters themselves 
are strangely reticent about the whole matter. A diver may work for hours without 
acquiring more than the basis for a stew. But the law of averages dictates that ever so 
often he will find a pearl . . . and the more oysters he brings up the more pearls he 


will find. 
Your business, like ours, is based on that old law of averages. 


Your oysters are your prospects; your pearls, the orders you sell. Not all of those 
prospects can be sold, but the law of averages says that if you call on enough of them 

. tell enough of them your story . . . keep the mailman placing your literature on 
their desks . . . you will get the orders you need to keep growing and prospering. And 
if you concentrate on a list of known prospects, you are bound to increase the number 
of orders you get from the calls you make. 


Before you start your Fall selling, it will pay you to scrutinize your lists of pros- 
pects carefully . .. make sure that you have enough “oysters” to keep the pearls rolling 
in during the months ahead. If your lists are old or incomplete, we can supply you 
with new ones that are up-to-the-minute in the information they contain and double- 


checked for accuracy. 
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REMEMBER THIS .. . 
ABOUT DIRECT MAIL ADVERTISING 


By Paut MucHNICK 


Go Ahead—Write A Good Sales Letter. 


Use all the best knowledge, experience and facts at your command. But 
make it Good! 


And just remember this— 


. your reader doesn’t know you, doesn’t want to know you and isn’t 
particularly interested in you or what you sell. He’s only interested in one 
thing. The same thing that prompts you to send him your Direct Mail 
efforts. That’s the desire to make More Money! 


Show me a man who isn't interested in making More Money and there 

Ill show you Stagnation. Brutal? Well, then, it’s brutal. Facts sometimes 
! 
are! 


Whether he makes $10 a week or $10,000 a year, every man’s primary 
interest is making More Money. So, of course, he can have more of the 
things he wants out of life. 


This reader of yours is a peculiar creature. He’s every bit as peculiar 
as you are. He wants to make More Money. He’s interested in that subject 
to the n-th degree—but not at all in what you or a thousand other advertising 
men are trying to sell him. You see, he’s not interested in buying—he’s 
like you! He’s only interested in selling. For that’s how he makes his 
money! 


Remember this when you're writing your next sales letter or designing 
another mailing piece. 


Then look at this masterpiece of yours again before you put it in Uncle 
Sam’s hands. Is it really any good? Honestly? Would it make you buy? 
Would it even get more than just your casual interest or attention? 


What do I recommend? Is that what you want to know? Nothing! This 
isn't an article on technique. The library is full of material on all the 
fundamentals. Attention, interest, desire and action is old stuff to you. 


Think a minute! Have you consciously used these fundamentals lately? 


You're in advertising. Presumably you've got the brain power to use 
knowledge. Well, go ahead—use it! Be different, if you have to. Be revolu- 
tionary if need be. Be anything—but not trite! 


Remember—you're trying to sell a man who’s interested in selling— 
not buying. A man who wants to make More Money! A man whose almost 
every thought revolves around that desire! 


Write to him with that fact in mind—and don’t ever forget it! 


Tell him. . 


. Show him . . . prove to him how he can make More Money! 


And he’s yours! 


Reporter's Note: Paul Muchnick of Popular Science Monthly, 353 
Fourth Avenue, New York City, sent us the above hard-hitting thesis which 
emphasizes “an important fundamental”. We add a word of caution. “The 
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1941 PLANS 


Your Reporter was glad to note during 
August, the first advance guards of sales 
plans for 1941. First arrival was the 14 
page, 10%" x 14” portfolio for Remington 
Shavers. We are illustrating both the 
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front and the back covers. With plenty 
of pictures and very few words, the pre- 
sentation outlines the selling points about 
the product. Last four pages inside pic- 
ture and describe magazine, newspaper, 
direct mail and point-of-sale advertising 
for 1941. 


By 


ih 








We illustrate the back page because it’s 
unique. Those little swatches are testi- 
monials. A unique way of showing them 

. especially since four or five tint blocks 
were used to keep them separate. Testi- 
monials are the thing! Perhaps the front 
and back covers should have been reversed. 
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RECIPROCITY ? 


IT MAKES ONE’S BLOOD BOIL to contemplate 
the easy going attitude of our government 
officials regarding incoming mail when 
even Canada has imposed such a heavy 
tax on direct mail going into their coun- 
try from the United States that it makes 
it prohibitive for us even to circulate 
legitimate advertising material. Let alone 
propaganda. Even England, our professed 
ally, stops the United States mails on the 
high seas and goes through it with im- 
punity, whereas any nation on the globe, 
including our worst enemies, can dump 
their trash into this country by the ton 
and nothing is done about it. We are cer- 
tainly living in a topsy-turvy world. 
Here’s hoping that yeur efforts will lead 

to some definite solution of the problem. 

Frederic I. Lackens, Adv. Mer. 

The Hays Corporation 

Michigan City, Indiana 


Reporter's note: Government officials 
are beginning to get over the “easy-going” 
complex. Watch Dies Committee for fur- 
ther action. Also suggest that Reporter 
readers write to Congressman Samuel Dick- 
stein congratulating him on speech made 
in House of Representatives Tuesday, Aug- 
ust 27th. He endorsed Reporter campaign 
100% and recommended our suggested leg- 
islation. Help keep the spark alive. 


A TEXAS MARKETER 
HEADS THE UTA 


GOOD NEWS REACHED your reporter on the 
last day of August. Bernard B. Eisenberg, 
President of the United Typothetae of 
America, announced that Donald R. Rein 
of Houston, Texas, was selected to suc- 
ceed Elmer J. Koch as Secretary of the 
United Typothetae of America. Our old 
friend Elmer (recent visitor at The Direct 
Mail Center) resigned in June to become 
Executive Vice-President of the National 
Container Association. During the interim, 
UTA General Counsel John A. Bresnahan 
rendered excellent service as Acting Sec- 
retary, devoting as much time as he could 
from his law practice in the nation’s capi- 
tol. Donald Rein is the right man for the 
job. He was Vice-President of the Rein 
Printing Company in Houston (nationally 
known both for fine printing and for crea- 
tive planning). Since 1935, he has been 
engaged in marketing investigations 
throughout the Southwest. Under the 
reign of Rein, the United Typothetae 
should become a dominant marketing or- 
ganization, because Donald has always con- 
sidered printing simply as a tool of mar- 
keting. 
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desire to make more money” is not the only fundamental appeal. That 
uppeal is sometimes worked to death. Men buy beautiful homes and ex- 
pensive cars, join golf clubs, go on fishing trips, etc. . . . not to make more 
money, but to keep up with the Jones’, to seek longer life or to derive 
enjoyment aside from money. Women buy fur coats, new furniture or 
they visit beauty shops . . . not to make money, but to gain romance, esteem 
er self satisfaction. That’s the trouble with formulas in this business of 
advertising. We sometimes lose sight of the real objective in trying to 
apply selling formulas. 


WHIMSY IN THE INDUSTRIAL FIELD 


We've grown to expect “cute” mailings from certain types of adver- 
tisers—fashion, feminine, media, and such—but the following letter from 
the York Ice Machinery Corporation, York, Penna., made us rub our eyes 
and read: Z 


Under separate cover | am sending you “V/W” .. . our miniature model whose 


birth has just been announced. 
This little fellow is a replica of one of our new V,/W Freon-12 compressors 


the latest development in compressor design for air conditioning and refrigeration .. . 
with capacities from 15 to 300 H. P. 


Packed in “V W’s” cradle is a little birth announcement that he wrote himself, 
and which describes his intent and purpose. 


You'll find him a handy helpmate to keep on your desk. If you would like to have 
some of his brothers sent to friends of yours who might be interested in “V/W”, please 
let me know their names and addresses. 


Sincerely yours, 


YORK ICE MACHINERY CORPORATION 
Sales Promotion Division 
J. L. Rosenmiller, Manager 


JLR:M 


“VW” is used as a sales tool for York prospects. 


Such letters from the industrial field don’t often reach us. We waited 
for the promised “little fellow.” 


Few days later he come . . . a miniature York Compressor 2! inches 


high. The “birth announcement that he wrote himself” was in the same 
box. This “announcement,” less than 214” x 234”, is entitled “On the 
Level” and contains some pretty convincing copy for such a youngster. The 
sub-title on the first page of this 16-page booklet is “The Story of a Triumph 


in BALANCE as told by V/W A MINIATURE MODEL.” 


VW says “most things in this world are unbalanced,” and shows how 
he can prove it. He explains what this unbalance neans in the fields of 
air conditioning and refrigeration, and how his “big brothers” solve the 
problem. Meanwhile, V/W asks to render a small service . . . “just holding 


down your papers.” 


Aside from the whimsical quality, this mailing follows sound adver- 
lising principles which should bear fruit. We hope to get a report on this 
campaign—to find out how the results and reactions compare with other 
campaigns of the more serious type. 
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LAND OF BEGINNING AGAIN 


Here is a letter worth reading . . . and re-reading. 
Mrs. Eleanor Roosevelt, Hyde Park, New York. 


I’ve been listening, Mrs. Roosevelt—to the radio program “I Am An 
American.” I can’t resist the temptation to compliment you on many of 
the comments you made during that program. 


The remarks of the young man whose name I did not catch were in- 
tensely interesting. His suggestion that in teaching Democracy, more stress 
be laid on its advantages and privileges rather than on the mere mechanical 
form of government, was good. 


Sometimes I think these young people who come to America from other 
lands really have an advantage. They know from actual bitter experience 
what other forms of government really are. They are anxious and willing 
to accept our Democracy and appreciate it. 


Perhaps we're expecting a little too much of our own native born 
boys and girls to show much enthusiasm over something they've always 
taken as a matter of course. Many of them have been pretty well petted and 
pampered by fond parents and accept their treatment and their government 
as their rightful due. 


Even when Democracy is threatened, I doubt very much if they are 
capable of taking the situation seriously. Anyone who has never experi- 
enced the pangs of hunger can not really understand starvation. 


The conditions under which the young Americans of the last twenty- 
five years have been raised have certainly not been conducive to impressing 
them with a deep lasting respect for Democracy. 


Every magazine, every newspaper they ve read carries cynical stories 
of graft, rackets and racketeering. Just as an example; this morning | 
read in the September 7th issue of Liberty Magazine a story headed “Pen- 
dergast is Free!” A chronicle of the corruption which existed for years 
in Kansas City. 


Now this is only one example. You know, Mrs. Roosevelt, that sort 
of thing, in a greater or lesser degree, exists in every city of our country. 
It's not the fault of any particular political party. 


The stories are printed and read by the average person with a shrug 
of cynicism. But just imagine the effect they must have on the minds of 
our young people. Naturally, they cannot help but reason, well, if that’s 
Democracy, I should love it! 


These boys and girls saw their parents flaunt the Prohibition law. 
They’ve seen men high in the business and professional life of our nation 
cheat the Government of their taxes. They’ve listened, at the dinner table, 
while father proudly boasted about having “reached” this local official or 
that. 


So I say, Mrs. Roosevelt, it looks to me like we're expecting a great deal 
from our young people. We've poisoned their minds against Democracy 
and now we ask them to revere it, and perhaps fight for it. 


I wonder if there is not yet time to make this a Land of Beginning 
Again? Don’t you think there is a chance of correcting our own mistakes 


THE REPORTER 








THAT COCA COLA 
BOOKLET AGAIN 


THAT RECENT sales promotion stunt of 
Davis, Delaney & Harrs, Inc., New York, 
was refreshing . . . in every sense of the 
word. It was built about that beautiful 
booklet, “Flower-Arranging—A Fascinating 
Hobby,” printed for the Coca Cola Com- 


pany by Davis, Delaney & Harrs. 





The stunt started with a phone call to 
the prospect’s office, asking when the pros- 
pect would be in. In this case, the answer 
was “about 1 o'clock.” 


Came 1 o'clock and with it a Western 
Union messenger. On the prospect’s desk 
the messenger placed, with a proud flour- 
ish, a large paper napkin. On this he 
deposited a wax-lined jiute bucket filled 
with cracked ice and 3 bottles of Coca 
Cola. Next to this he placed a large red 
envelope hand addressed. The prospect 
had to sign for the delivery. Oh yes—they 
even included a_ bottle-opener. 


The red envelope contained a handsome 
brochure with red and black laminated 
cover. As the prospect, almost under with 
the sultry August heat, sipped the ice cold 
Coca Cola, he naturally looked through the 
brochure and found highlighted there the 
production details of the Flower Arranging 
booklet. Pocketed in the back of the 
brochure was a sample of the booklet itself 

. one of the most interesting color jobs 
of the year. 


The brochure itself is worth our Gold 
Palm ... and when we recall the cool, 
refreshing Coca Cola that came with it 

. . well, we'd better get another hypo- 
thetical award worthy of it. 
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THE LETTERHEAD 
OF THE MONTH 


f 






}OWA-> LITHOGRAPHING COMPANY 


“ES MOINES 


THE OUTSTANDING LETTERHEAD received 
this month speaks for itself in this re- 
production. Not so eloquently, perhaps, 
as the original, which has the illustration 
printed in two colors and looks like a fine 
etching. In addition to giving the .essen- 
tial information, this letterhead, by its 
beauty and quality, is a very good adver- 
tisement for the lowa Lithographing Com- 
pany. But where is telephone number? 


THE HEART LINE 
TO THE PURSE 


A SIMPLE BUT DIRECT, and powerful appeal 
for funds is the 734” x 1034” four-page 
circular of the Northern Liberties Hos- 
pital, Philadelphia, Penna. The front page 
is a dramatic photo of an injured, bandaged 
child raising a tearful, questioning face. 
Caption, in a white band across the bot- 
tom, is, “My Life is in Your Hands.” The 
inside two pages are half filled with two 
hospital photographs; one at the top of 
one page, the other at the bottom of the 
facing page. Copy is brief. Example: 


“These are not the words of a child 
... but it’s the thought. More than likely 
the words were “TAKE AWAY THE 
PAIN, and poor little lad, he’s bewild- 
ered that it isn’t as simple as all that. 
It takes money to take away the pain... 
it takes money to give him the proper 
medical attention . . . it takes money to 
feed him and it takes money to make that 
little lad want to live again . . . when the 
going is rough and the pain is severe. He 
doesn’t ask where that money is coming 
from ... he doesn’t know . . . that’s why 
he doesn’t ask, but you know, and we 
know, and we do ask .. . where is that 
money coming from?” 


The last page lists actual hospital costs 
and needs, explains the purpose and plans 
of Northern Liberties Hospital. 


The piece has one serious fault: the 
address of the Hospital does not appear. 
It may be that this mailing went only to 
Philadelphians or to patrons who know 
the address. But it may get to the hands 
of strangers who would be impressed with 
its effective appeal—and unable to respond 
because of the missing address. 
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and setting our own house in order? You saw our migratory slums in 
Florida. You are familiar with many more similar situations. You, more 
than any other living woman must realize our real problems are RIGHT 
HERE AT HOME. Once we can create a satisfied, sufficiently-fed p&ople 
in our own country and instill in them a respect and reverence for Demofgracy 
we need not fear any invasion from anyone, anywhere. 


Thank you very much for your time in reading this letter if it is passed 
along to you. And God bless and guide you in your sincere and earnest 
efforts. 

Jack Carr, Lutz, Florida. 


Reporter's note to Mrs. Roosevelt and Jack Carr: Hope the Hi-Timers 
can induce both of you to discuss this subject over the air . . . and then put 
a summary in booklet form for distribution to every American home. Both 
of you should be interested in hearing the dramatized transcription made 
by National Board of Y.M.C.A. of “A Letter to Three Sons” and “Letters 
from Three Sons.” Local Y.M.C.A’s will spot-broadcast these programs 


% 


during coming months. 


HORRIBLE EXAMPLE 


Reporter Ralph T. Young of Bowey’s, Inc., 330 West 42nd Street, New 
York City, sends what he thinks is the “horrible example” to end all “horrible 
examples.” The printed letter reached him in a plain envelope with no reply 
card or envelope ... from a neon sign company in Brooklyn, New York. Date 
of August 12, 1940 was filled in by hand at top. The Dari-Rich name and 
address filled in by a weak-ribbon typewriter above the solid black printed 
letter. Sales manager's signature rubber-stamped at the bottom. Even though 
mailed in Brooklyn on August 12th, it did not arrive at the New York address 
until August 21st. The letter and Young comments: 


Because of our rapid progress in the manufacture of NEON SIGNS we have of 
necessity expanded our plant. This expansion reflects the increase of business we are 
enjoying and permits us to offer NEON SIGNS at prices lower than manufacturers’ 
prices. We can supply SIGNS in any designs required as our experts have wide experi- 


ence in NEON SIGNS designs. 


Our SIGNS are of the finest workmanship and most attractive designs. The cost is 
surprisingly low because while we are manufacturers to the trade we also deal directly 
with the consumer. 


If you intend to place a NEON SIGN in your establishment consult us first. We 
are only too happy to develop your ideas and effect a saving in this investment. 


“For two full paragraphs, the writer brags about his accomplishments 
and his interests, without once taking the reader into the picture. It is almost 
incredible that he could write two paragraphs of this sort without using the 
word *you’ once. When he reaches the last word in the second paragraph, he 
mentions ‘the consumer’ for the first time. 


“In the last paragraph, he finally gets around to talking about our prob- 
lems, but even then, he gives us a rather doubtful compliment by implying that 
our ideas are so clumsy they need to be developed by an expert.” 


Reporter's Note: There you are, folks. If that’s the kind of selling which 


. . *.9 . . . ° 
is going on, its a wonder the unemployment and economic situation isn’t 
worse than it is. 
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MAKING THE BEST OF IT 


Several months ago we commented on the continued use of Direct Mail 
by business houses in England. Reporter Jimmy James of National Broad- 
casting Company, Inc., New York City, sends us a multigraphed letter dated 
July 8th which he received from Groves & Lindley, Ltd., Export Tailors of 
Huddersfield, England. It’s worth reprinting’. . . not only as a sales letter 
but as a testimonial to Direct Mail courage. Incidentally, letters from Eng- 
land are processed or typed on both sides of a sheet (to save paper). 


If ever your thoughts turn to your old correspondents, Groves & Lindley, you will 
be wondering how they are carrying on through the very grave times we are all passing 
through. You will be expecting their seasonal letter, and here it is. 


We are carrying on, and shall continue to do so. The British Empire is carrying 
on, and as long as we retain our Fleet so long shall we put such economic pressure on 
the enemy that there can only be one end to this struggle that the World watches so 
anxiously. Until we attain air supremacy we shall pass through some very bitter exper- 
ences in these Islands, but with our own efforts and with those of our friends overseas, 
that supremacy is coming. We are repeatedly proving that man for man our lads are 
far and away the better fighters, and we have thousands of pilots waiting for the machines 
which are now rapidly being delivered. 


Meanwhile, the seas are safe to our shipping. Britain must maintain her exports so 
that she may pay for the vast quantities of munitions coming from overseas, and we 
write this letter asking that you help us to do our “bit” towards that end. 


We have the goods, as fine a lot of cloths as ever we have shown; qualities as they 
were; prices just the same as last season. It may not remain so next year, so even if just 
now you do not actually need a suit or anything else in men’s wear, it may be wise 
for you to look a little ahead. 


You may fear that your cash will be in danger, or that your goods will not arrive. 
We can only repeat that when sending your remittance you can, if it is in actual cash 
or money order, insure it, or if by bank draft a duplicate is quickly obtainable. We 
are still able to insure every parcel to any part of the World against war risks at 1/— 
in the £, which surely shows that the Insurance Companies are not unduly alarmed, and 
if the goods should happen to be lost we will either re-make or refund your payment 


in full. 


So we carry on in good heart in the knowledge that our friends are rallying round 
us, and as we class you amongst these we ask that as before you write for a set of our 
new patterns, so that WE may have the honor of supplying you with clothing of excellent 
quality, and that YOU may have the opportunity of helping us in our task here in 
Britain at this time of need. 


A little help quickly given is worth a lot of sympathy, so will you do it now? 
Yours faithfully, 


P.S. The enclosed copy of a recent letter is typical of those we are constantly 
receiving. They entirely confirm that our parcels are getting through safely and with 
very little delay. 


Reporter's Note: We will not devote space to reprinting the testimonial 
... but it’s good to see that the British Mail Order people believe in believable 
testimonials, too. Incidentally, Reporter Sam Orton of Linton Brothers & 
Company, Fitchburg, Massachusetts, sends an interesting four page house 
magazine entitled “Monthly Miscellanea” which is issued by Thresher & 
Glenny of London, England. Thresher and Glenny are also in the clothing 
business. (Issue dated July 1940). Another example of a courageous attempt 
to get business under trying conditions. 


Hush, Hush Note: Some of our critics may claim that this is British 
propaganda. Well, maybe it is, but we fail to find anything in it which indi- 
cates a desire to upset or overthrow the government of the United States. It 
is a straight-forward intent to get business. No one can be blamed for that. 
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OUR FRIEND, Bernard Stenz of Simplex 
Textured Reproductions, 225 Varick Street, 
New York City, brings us a_ beautifully 
embossed certificate now being used by 
various companies for distribution to their 
employees. Sheet measures 10144” x 14”. 
Printed in four colors, suitable for fram- 
ing. Readers of The Reporter might like 
to know about this source of supply. 


WATCH FOR RACKETS 


RACKETS IN DIRECT MAIL usually run in 
cycles. Rackets usually become more preva- 
lent during times of stress and _ strain. 
Readers of The Reporter are urged to keep 
their eyes open for evidence of the fraudu- 
lent misuse of the mail. Your Reporter 
for years has cooperated with the United 
States Post Office Inspection Department. 
We report all cases of obvious fraud, be- 
cause we believe that the mails should be 
kept clean so that legitimate selling appeals 
will get maximum attention, and because 
we don’t like frauds. During the past 
month we reported the revival of the old 
“Spanish Prisoner Fraud.” In the present 
epidemic, the prisoner is located in a Mex- 
ican jail. He has a valuable fortune 
stored away and offers the recipient of his 
letter a share in the fortune as a reward 
for helping out a sick daughter or some 
other similar excuse. Other rackets are 
springing up and are being reported as 
fast as we can get the evidence. The Re- 
porter headquarters will gladly act as a 
clearing house. Send evidence to us... 
and it will be turned over to the proper 
authorities. 
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A WELCOME HOME LETTER 


RAYMOND CLARK, Personal Service Man- 
ager of Holland Laundry, Inc., 1493 Hud- 
son Boulevard, Jersey City, New Jersey, 
sends an interesting letter to neighborhood 
vacationers upon their arrival home. In- 
stead of a fill-in above the “Dear Friend” 
salutation .. . there is an American Flag 
made by using asterisks for the stars and 
lines of x’s for the stripes. We pass it 
along as an idea which might be adapted 
in other lines of business. Save for next 
summer’s idea file. 


Dear Friend: 

It’s great to be getting home again after 
a good, old, American vacation. Tsh’t it? 

To sink back into a cozy chair, midst 
familiar surroundings .. . 

To “worry” about getting the children 
ready for school .. . 

To “fuss” over plans to put your home 
in shape for the crisp, cool, pleasant days 
ahead. 

With so much unrest in the world, it’s a 
warm, comforting feeling to “bother” about 
the little, homey things of everyday living 

such as... well... your laundry. 

During this past summer many improve- 
ments have been made in Holland service 
—much too many to try and tell about in a 
short “Welcome Home” letter. But 


As an old friend, we hope we are going 
to have the happy privilege of serving you 
ence again, so that you can discover for 
yourself just how important these improve- 
ments are. 

Won’t you please telephone us today? 
Or mail the enclosed card? It is already 
addressed and needs no stamp. 

Your Holland routeman is glad to have 
you home again and will call 
promptly. 

Cordially yours, 


ANNUAL REPORT 


SOMETIME AGO The Mead Corporation of 
Chillicothe, Ohio and 230 Park Avenue, 
New York, issued a brochure which con- 
tained a valuable survey on the subject of 
annual reports. It was really a textbook 
on the subject of how to issue a modern- 
ized, humanized and effective annual re- 
port. 

To make things perfect. . . . The Mead 
Corporation published its own Annual Re- 
port for the year 1939 with an eye toward 
beating the record of all previous annual 
reports. No use trying to describe it. It’s 
a beauty. Double folded cover with hidden 
plastic binding. Beautiful pictures ... 
and a story well told. 
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SRE LUSTORS TANGLE 


Ever since the new emergency Canadian Custom Tax went into effect, 
your reporter has been endeavoring to obtain a clear, concise and understand- 
able description of how this tax is applied to publications and Direct Mail 
Advertising. 


About the best explanation so far is contained in the bulletin issued by 
Leonard Raymond of Dickie-Raymond, Inc., 80 Broad Street, Boston, Massa- 
chusetts. Don’t blame us if you can’t understand it. Leonard says it’s very 
simple. 


We have computed a table indicating the denomination of duty stamp which should 
be placed on all advertising matter mailed into Canada. We understand that changes 
in the method of figuring may come through at any time, but to date this is the best 
information we have available. 


Duty is based on the value of material being mailed—including printing, stationery, 
processing, and mailing—but exclusive of postage. 


The formula used in arriving at the duty is as follows: 


_- 
Put down the unit value of the mailing. If in one color, take 30%— if in two colors 
or more, 35%. Take 111% of that. 10% of this result is your duty. 


Duty stamps should be placed on the reverse of the mailing. These are issued 
in denominations of 4c, ec, 4c, le, 2c, 3c, ete. 


The table below takes care of the exchange at the present rate. So far, all the 
mailings we have handled have fallen into the Yc or 4c range. 


TABLE OF CANADIAN DUTY STAMPS REQUIRED 


2 or More Colors 1 Color 
Material Value Duty Material Value Duty 
Up to $24.99 per M pieces... ™%4 cent Up to $25.86 per M pieces % cent 


$25.00 to $41.66 per M pieces 1% cent $25.87 to $43.10 per M pieces % cent 
$41.67 to $58.32 per M pieces *4 cent $43.11 to $60.34 per M pieces % cent 
$58.33 to $74.99 per M pieces 1 cent $60.35 to $77.58 per M pieces 1 cent 
$75.00 to $91.65 per M pieces 1% cent $77.59 to $94.82 per M pieces 1% cent 
$91.66 to $108.32 per M pieces 1% cent $94.83 to $112.06 per M pieces 1% cent 
$108.33 to $124.99 per M pieces 1% cent $112.07 to $129.30 per M pieces 1% cent 
$125.00 to $141.66 per M pieces 2 cent $129.31 to $146.54 per M pieces 2 cent 
$141.67 to $158.33 per M pieces 2% cent $146.55 to $163.78 per M pieces 214 cent 
$158.34 to $174.99 per M pieces 242 cent $163.79 to $181.02 per M pieces 2% cent 
$175.00 to $191.66 per M pieces 2%4 cent $181.03 to $198.26 per M pieces 234 cent 
$191.67 to $208.33 per M pieces 3 cent $198.27 to $215.50 per M pieces 3. cent 


We hear that the Canadian Customs will shortly revise the present customs regula- 
tion which necessitates individual stamps on all publications being sent into Canada. 


On periodicals published 4 times a year or more it will be possible to submit a 
copy of your subscription list to the Customs Officials—pay the necessary money in 
advance for a definite period in one lump sum—then merely send your mail through 
as in the past without duty stamps attached. 


€ 
CALLING CARDS 


WE'VE BEEN NOTICING that advertising managers are giving increased attention to planning 
clever and attractive calling cards for salesmen. One that takes the cake for something 
or other is advertised in the August issue “Continental Agents Record,” house magazine 
of the Continental Casualty Company, 910 S. Michigan Avenue, Chicago, Illinois (now 
in Volume 37, Number 8). Continental Agents are asked “Do Your Calling Cards End 
Up In Somebody’s Waste Basket?” Rest of full page “Ad” offers agents an all-purpose, 
card-size thermometer. Card is in two colors and imprinted with agent’s name and 
address. Stapled at bottom is an accurate miniature thermometer guaranteed to register 
within 2 degrees of correctness. Can be purchased by agents for as little as 444c each 
in 500 lots. Seems to be a good example of a clever hook-up between reminder adver- 
tising and the simple (sometimes wasted) calling card. What next? 
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IDEAS FOR UNIQUE FOLDERS 


The advertising man seeking unique effects at moderate cost will find 
much of interest in the diagrammatic dummies of advertising folders shown 
below. All can be produced by simple trimming and folding without die 
cutting or printed tints. 





These striking effects are made possible through the use of an unusual 
coated paper—colored on one side, white on the other. By simple handlings 
on the folding machine and cutter, the color-and-white of the paper creates 
striking effects that greatly increase the attention value of the folder. The 
diagonal trims are easily made by inserting a triangular block in the back 
of the cutter. 


Experienced advertisers know the added power of COLOR skillfully 
used in printed advertising. However, in the past, limited budgets often 
made it necessary to reduce the use of color to the point where economy 
penalized results. This is no longer true. 


Through the use of this coated color-and-white paper—Dullchrome— 
clever, colorful mailing pieces can be produced at a surprisingly moderate 
cost. A single press run produces a highly attractive and colorful folder. 


Dullchrome’s range of seven colors, all combined with white, gives this 
paper wide adaptability for various kinds of products and for the different 


seasons of the year. 


Advertising men and printers seeking fresh and original ideas will find 
layout sheets of this paper helpful, as well as the actual mailing pieces, 
dummies and suggestions contained in the Dullchrome Idea Portfolio. 





INTERESTING COLORS 


Whether you are planning mailing pieces 
to harmonize with a season—or machinery, 
clothing, insurance, jewelry (most any 
product )—there’s a Dullchrome color to 
meet your needs. It is available in 


Blue and White Tan and White 

Green and White Gray and White 

Orange and White Canary and White 
Orchid and White 


FOLDS—TRIMS—DIE CUTS 


Not only is Dullchrome an ideal vehicle 
for clever folds and trims, but many inter- 
esting pieces have also been created with 
die cuts. For either method its contrasting 
color-and-white combination is the basis 
for many pleasantly surprising effects. 


ILLUSTRATED LETTERHEADS 


Dullchrome has several qualities which 
also make it popular for illustrated letters. 
Perfect opacity. Takes fine screen half- 
tones. White side for letter, colored side 
for illustrations and printed copy. Surface 
takes multigraphing and pen-and-ink. 


Dullchrome prints equally well with any 
process—letterpress, offset, multilith or 
multigraph. 





FREE “IDEA PORTFOLIO” 


Here is an idea kit which every advertising 
man and printer will find genuinely help- 
ful. It contains actual samples of success- 
ful diecut, clever-fold and diagonal trim 
pieces, easy to adapt to various types of 
product or service. Dummy folders are 
included which demonstrate the unusual 
folds and trims shown in the diagram illus- 
tration. There are also plain sheets of 
Dullchrome in all its colors for your own 
layout purposes. 


This portfolio is furnished free as a service 
to advertisers and printers and as an oppor- 
tunity to demonstrate this unusual paper. 
Please request a copy on your business 
letterhead. 








This entire page is an advertisement of 


8040 WISCONSIN AVENUE 





THE APPLETON COATED PAPER CO. 


Be sure to send for the free “Idea Portfolio” offered. It 
will prove helpful in planning out-of-the-ordinary folders. 


APPLETON, WISCONSIN 
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AGENCY ADVERTISING 


IF YOU WANT TO SEE a really fine piece of 
agency advertising, your reporter suggests 
that you try to get a copy of the 20 page, 
5” x 6%” booklet issued by Abbott Kim- 
ball Company, Inc., 250 Park Avenue, 
New York City, entitled “without Paris 

what?” Abbott Kimball has been 
well and long known as an agency cater- 
ing to fashion and luxury items. This 
booklet describes “The challenge and the 
chance offered to American fashionists by 
the eclipse of Paris . . . as an advertising 
man sees it.” It is an informative and 
instructive booklet. It goes beyond mere 
advertising by furnishing a check’ list for 
fashion leaders. Such advertising points 
the way toward better things in agency 
advertising. 

After outlining the steps that are neces- 
sary to develop fashion leadership, Abbott 
Kimball closes with these words: 

“These things are neither simple nor 
easy to do. They demand courage, in- 
tegrity, and long-range planning. But for 
those who have the ability to set them- 
selves such a course and the strength to 
carry it through, there is today in Amer- 
ica an opportunity for an artistic and 
financial success such as the New World 
has never seen in the history of business.” 


SPEAKING OF HUMOR... 


. THAT’S A GOOD BOOKLET “The Smiths 
Go To Town,” mailed to a list of 
35,000 residents of Westchester County by 
the New Haven Railroad of Boston, Massa- 
chusetts. Size 5” x 7”, 14 pages, self cover. 
Booklet builds by simple and few words 
(profusely illustrated with cartoons) the 
story of how the Smiths get more pleasure 
and safety out of suburban life by using 
the railroad. A good story well told... 
and it should be well worth your effort in 
trying to get a copy for your idea file. 





BARTON’S NEW PROCESS 


The Barton Press, 138 Washington Street, Newark, New Jersey, intro- 
duced a new processed letter in an interesting and effective way. Their 
customers received the following letter, which was produced by the new 
process: 


We are sending this letter to introduce to you the most forward step in the pro- 
duction of business letters in quantity. 


As yet, we have not given it a name. Perhaps you would like to help us. Here 
are some facts: 


(a) It is NOT a typewritten letter although, you will admit, it looks like one. 

(b) It is produced by a NEW PROCESS exclusive with us in New Jersey. 

(c) By this process, letters can be produced in large or small quantities, without a 
noticeable change in appearance. 

(d) The cost is but a littke more than the usual multigraphed, filled-in letter. 

(e) This letter may be mailed as third-class at a great saving in postage. 


What do you think of it? Do you like its appearance? What was your first im- 
pression? What should we call it? Would you like to help us? 


Return the enclosed card with your suggestion. For the best name submitted we 
will award 2,000 processed letters (your copy) and a box of personalized stationery for 
your own use absolutely FREE .. . for the second-best, 1,000 letters and a box of 
stationery. 


We'd appreciate your co-operation, and needless to say you will not be subject to 
persistent solicitation. 


Sincerely, 
BARTON PRESS, INC. 
Harry L. Denburg 
Director of Sales 


With the letter went an attractive Reply Card on which the customer 
could list his comments on the process, choice of a name, and his own 
name and address. Many came back with complimentary comments and 
suggested names. 


First prize went to I. E. Russell, Krich-Radisco, Inc., Newark, N. J., 
for the name Typrint Process; Ed. Funk, National Oil Products, Harrison, 
\. J., won second prize with the name Personalitype Process. 


And we wouldn't be surprised to learn that Barton Press won a num- 
ber of new customers with their clever introduction of a processed letter. 








CURTIS 


Curtis Fibre Catalog Envelopes 


are TOUGH ... yet LIGHT WEIGHT to save postage 


pezere 


Costly, well-planned catalogs deserve to be 
mailed in the best envelope obtainable, for the 
most attractive catalog loses its quality appear- 
ance if mutilated in the mail. 


- » - May we send you sample of a Curtis Fibre Envelope? 
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DIRECT MAIL ADVERTISING ASSOCIATION INC. 


‘Lets Telh About Results...” 4 


How did it pay out? 





Was the sales promotional activity flexible, timely, practical, salable to the 
trade? Did your Direct Mail produce results in profitable sales, improved dealer 


good-will, better distribution? 


Answers to these and similar questions, based on bed-rock facts contributed | 
by men who know how, will provide the background for the discussions at the 
23rd Annual Convention of The Direct Mail Advertising Association. 


The three-day program has purposely been arranged to provide plenty of 
time for questions and answers. Come prepared with the questions you want 
answered. Come prepared, too, to get better acquainted with the men and women 


who are using and producing Resultful Direct Mail. 


A Direct Mail Advertising Association Convention is always inspirational 
and helpful. This 1940 Convention, in Atlantic City during its most attractive month, 
October, holds the added lure of the fun and pleasure of this famed resort city. 


Do plan to be in Atlantic City on October 2, 3, 4. “‘Let’s talk about results’’. 


Liflrhaw altirc 


President 
DIRECT MAIL ADVERTISING ASSOCIATION, INC. 











PROGRAM 


WEDNESDAY 
October 2 


9 A.M. until 10:30 A. M.... 
Reception and Registration of Delegates— Haddon Hall Hotel, Thirteenth Floor. 


SESSION I 
10:30 A. M. until 12 Noon ... Viking Room, Thirteenth Floor. 


HOW CAN DIRECT MAIL BEST MEET TODAY’S CONDITIONS? : 
Keynote Address by L. Rout Water, Advertising Manager, The Flintkote Company, New York. | 
President of DMAA, 

CANADIAN DIRECT MAIL IN 1940: | 
B. W. Keicutiey, Advertising Manager, Canadian Industries, Limited, Montreal, Quebec, Canada. 
Past President, Association of Canadian Advertisers. 

GOVERNMENT RELATIONS WITH ADVERTISING: 
Eucene S. Ross, Attorney at Law, Washington, D.C. Washington Representative of Hearst 


Enterprises. 
ADVERTISING —A VITAL ARM OF PRIVATE ENTERPRISE AND NATIONAL DEFENSE: * ‘ 
Harry Coiuins Spi_ttMAN, National Association of Manufacturers. 





SESSION II 
Luncheon Meeting . . . 12:30 to 2 P. M. 


Chairman... ApriAn W. Puiuips, Advertising and Sales Manager, Chalfonte-Haddon Hall Hotel. First Vice-Presi- 
dent, National Hotel Sales Managers Association. 
Speaker... SANForD GriFFiTH, President, Market Analysts, Inc., New York... 


Subject: “Democracy At Work On National Defense”. (As a Major in the Intelligence Corps of the 
A. E. F. Mr. Griffith was in charge of the interrogation of prisoners for battle order in the First Army. 
As such, he developed some techniques which are still widely used. Currently his organization has 


been doing a wide variety of opinion research work and has made the attendance analyses for the two 
years of the New York World’s Fair.) 


SESSION III 
2:30 P.M. until 5:30 P.M.... Viking Room, Thirteenth Floor. 
Chairman... Bacon Bropie, Sales Manager, Rous & Mann Limited, Toronto, Ontario, Canada. DMAA Canadian 
Vice President. 
1. WHAT DOES COPY NEED TODAY? ...G. Lynn Sumner, President of The G. Lynn Sumner 
Company, New York. President of The Advertising Club of New York. 
. DIRECT MAIL COPY IN THE HANDS OF THE WOMAN CONSUMER... HELEN M. SLator, 
Director, Consumer Division, Francis H. Leggett & Company, New York. 


3. BUILDING PAID CIRCULATION BY MAIL...Davin F. Bearp, Sales Manager, Direct Mail 
Division, McGraw-Hill Publishing Co., Inc., New York. 


4. A CAMPAIGN OF TESTING THAT BOOSTED REPLIES 1700% ...Juttan Paut Bronte, 
President, Green-Brodie, Incorporated, Advertising Agency, New York. 


. STOP WASTING MONEY ON WEAK COPY ...Crtybe Bepe_i, Advertising Counsel, Winnetka, 
Illinois. Lecturer, Northwestern University School of Commerce; formerly Advertising Manager, 
Marshall Field & Company; formerly Director of Sales and Advertising, Butler Brothers. 

ANNUAL BUSINESS MEETING 
For Members of DMAA Only. 5:30 P.M... . Viking Room, Thirteenth Floor. 


THURSDAY 
October 3 
SESSION IV 
9:30 A. M. until 12:30 P.M... . Viking Room, Thirteenth Floor. 
Chairman... Wes_teyY H. Beckwitn, Advertising Manager, Royal Typewriter Company, Inc., New York. 
1. WHAT RADIO HAS MEANT TO DIRECT MAIL IN BETTER DRAMATIZATION ...E. P. H. 


James, Advertising Manager, National Broadcasting Company, Inc., New York. 

2. PARTNERSHIP IN INDUSTRY ... A. P. ALEXANDER, Jr., Advertising Department, The 
Coca-Cola Company, Atlanta, Georgia. 

3. DIRECT MAIL AND THE NATION’S BIGGEST MARKET... Rosert T. Witttams, Director 


Industry Division, Federal Housing Administration, Washington, D. C. 


4. DEVELOPMENT AND MAINTENANCE OF MAILING LISTS...HuntLey H. Geppes, Direct 
Mail Division, R. L. Polk & Company, Detroit, Michigan. 
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ADVANCE REGISTRATION BLANK FOR 23rd ANNUAL CONFERENCE 


Direct Mait Apvertisinc Association, Inc. 

17 East 42nd Street, New York, N. Y. 
Enclosed find check for $12.60 to cover one registration for 23rd Annual DMAA Conference to 
be held October 2, 3, 4, Haddon Hall Hotel, Atlantic City, N. J. Send tickets for all events: 


SIGN ATURE............... saieithaiaannbelii ae selsninigvealieds Receeneree ee 


BR) OL Te == 


The following prices cover delegates’ registration fees: The program registration fee, opening luncheon and banquet, 
if purchased individually either in advance or at the registration desk — registration fee $7.50, luncheon $2.00, banquet 
$4.50 (a total of $14.00). A special price of $12.60, a saving of 10%, will be offered delegates who purchase the 
three (combination) tickets in advance. On the opening day of the Convention the three (combination) tickets will 
cost $13.00 at the registration desk. Individual departmental tickets to be sold at $1.00. The wives of registered delegates 
will be admitted to all speakers’ program sessions without charge. 





. DRAMATIZING A DEPARTMENT STORE’S CONTACTS WITH CUSTOMERS... Davin 
Arons, Publicity Director, Gimbel’s Department Store, Philadelphia, Pennsylvania. 


. WE WHO ARE ON THE WAY UP...Russett W. Varney, Director of Public Relations, 
Standard Brands Inc., New York. 


. QUESTION AND ANSWER FORUM FOR 1940 DIRECT MAIL CAMPAIGNS... Chairman, 
L. Rone Water, DMAA President. 


ANNUAL BANQUET 
Speakerless . . . Entertainment . . . Dancing. 7 P. M. 


FIRST ANNOUNCEMENT of Winners of 1940 DIRECT MAIL LEADERS CONTEST and Runners-up. Awarding 
of SILVER CUPS and other special awards during banquet. 


FRIDAY 
October 4 
SESSION V 


Departmentals — 9:30 A. M. until 12 Noon... Viking Room, Thirteenth Floor. 


1. INDUSTRIAL SELLING...9:30 until 10:45. 
Chairman — Ricuarp Messner, Vice President, E. E. Brogle & Company, New York. DMAA Vice 
President. 

2. HOUSE ORGANS...10:45 until 12. 


Chairman — E. C. Bapeau, Editor of INCO Magazine, The International Nickel Company, Inc., 


New York. 
SESSION VI 
Departmentals — 2:30 P.M. until 5 P.M... . Viking Room, Thirteenth Floor. 
1. BETTER LETTERS...2:30 until 3:45. 
Chairman — Ropert Corwier, Nationally Known Letters Counselor, New York. 
2. DIRECT SELLING...3:45 until 5. 
Chairman — Farce A. Buck ey, President, Earle A. Buckley Organization, Philadelphia, Pennsylvania. 


(Note: Three or more speakers will take part in each Departmental Session. Space does not permit 
the listing of their names. Each Departmental Session will be followed by group discussion and a 
question and answer session.) 





CONVENTION ENTERTAINMENT .... Thursday afternoon, October 3rd, will be devoted to entertain- 
ment. Many forms of recreation and sports are available. 
At 2:30 P. M. delegates and their wives are invited to attend a bridge party at the Seaside Hotel 
under the personal supervision of Miss Nancy Burke. Table prizes and souvenirs for all players. 
Other entertainment to be enjoyed in Atlantic City... fishing, horseback riding, ocean bathing, 
bicycling before breakfast, rolling chairs on boardwalk, sailing, gymnasium and squash court, Steel 
Pier, afternoon tea and music, concert in evenings, sightseeing tour around city, golf, motion pictures. 
The Annual Banquet, which will take place on Thursday evening at 7 o’clock, promises a grand 
time for all — plenty of good music and surprise features. During dinner the winners in the 1940 
FIFTY DIRECT MAIL LEADERS’ Contest will be announced and the sILveR cUPs awarded. 


THE FIFTY DIRECT MAIL LEADERS of 1940 (as selected by Roy Dickinson, President, PRINTERS’ INK 
Publishing Company. New York, and four other outstanding judges) will have their premier showing 


at this Convention. See them — study them. Duplicate copies will be available to DMAA members in 
the Headquarters Research Library, 17 East 42nd Street, New York. 


COMMITTEES ... Miss Rose Swarts, Business Promotion Service, United Typothetae of America, Washington, 
D.C... is Chairman of the Convention Entertainment Committee... Miss Nancy Burke, Promotion 
Director, The Senator-Seaside Hotels, Atlantic City — Publicity Chairman. The Supplier Committee 
(supervising the display of suppliers’ materials) is headed by Donald Macauley, S. D. Warren 
Company. Boston, Mass. 





The Direct Mail Advertising Association gratefully acknowledges its indebtedness to three of its 
members for this program. 


PRINTED by The National Process Company, Inc.,. New York. N. Y.. 
COVER DESIGN by Robert Altshuler, New York, N. Y. 
TYPOGRAPHY by Typographic Craftsmen. Inc., New York, N. Y. 

















EXPLAINING CATALOGUES May | Help YOU 


Your reporter likes the way the Goodall Rubber Company, Inc., 5 South With Your Mail Problems? 
36th Street, Philadelphia, Pennsylvania, explains its new catalogue to its 
sales force. Here’s the copy of bulletin which accompanied new, plastic 
covered, spiral bound catalogue. 


@ How to buy Mail Customers 
at the right cost. 
How to follow up those Cus- 
tomers with the right fre- 
SOME INTERESTING FACTS ABOUT THE NEW GOODALL quency and buy additional 
CATALOGUE OF MECHANICAL RUBBER (No. 207) business at the right cost. 
What literature to use. 
Approximately 275 brands and specifications are covered. What lists to use. 
Seventy-four of these are new additions that were not covered in our former cata- What Maii Sales Policy to 
logues. There are 142 illustrations of our products. follow. 


Eighty-nine of these are new illustrations. Yes, | can help you no matter 


what you are selling by mail. 
Complete Mail Counsellor with 
17 years of experience. 


Complete tabular data including weights are given for 58 items. Most of the other 
products have partial tabular data. 

There are 7 basic price lists and 3 pages of technical tables. 

Look over the index to become familiar with way the items are listed. 


1 1 * 
There are also many new items and brand names about which little has been JACK SMITH 


written prior to the publication of this catalogue. You should give these a careful Formerly Advertising 
ilaad and Sales Manager 

reading. FRANK E. DAVIS FISH CO. 
(Fish By Mail Order) 

Reporter’s Note: Better yet, we like the idea of listing a table of contents GLOUCESTER, MASS. 


on the margin of the front cover under the transparent protective sheet. Most 


°° 
; ‘ Now Owner 
frequently used sections are listed. That’s the stuff... and we are interested 


: . JOHN A. SMITH & STAFF 
in further examples of the trend toward making catalogues easier for salesmen (Mail Consultants) 
and customers to use. 11 Beacon St., Boston, Mass. 


* I have clients all over the U. S. Write 
me now of your problem. I may be 
able to help you. 




















CHECK THESE SENATOR VALUE 


f Delicious Food if you are attending 
/ moderate Rates the 


Water Baths DIRECT MAIL ADVERTISING 
enie ASSOCIATION CONVENTION 
0 


{ooking Youu be impressed with the many services that 

of D cks Qver make for your complete enjoyment of a meeting. 

The Senator is only 100 yards from Atlantic City’s 

Qceatt Boardwalk. You'll like the furnishings and friendly 
surroundings. 


17. EUROPEAN PLAN (without meals) 
Benes OO ee be ea wa tw . $4.00, 5.00, 6.00 
Room with bath, one person page ge ges ae i ae . 2.90. 3.00, 3.50 


Ii 
— AMERICAN PLAN (with meals) 
| | | | Room with bafii two persome . =. =. + + c« « « « SOR 1658. 1550 


Room with bath, one person bee ad ee eo eee a ee 5.00, 5.50, 6.00 


ace The SENATOR fires too mane 
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STAMP ANNIVERSARY 


100 YEARS AGO LAST MAY, the first adhesive 
postage stamp was invented. Sir Rowland 
Hill, blind post office official of Great 
Britain, introduced the first adhesive post- 
age stamp in 1840. It was at the same 
time also that the universal rate of postage 
(one rate regardless of the distance car- 
ried) was instituted. 

Jacob Perkins, American (1766-1849), 
inventor of the steel engraving process, 
however, was the person whose invention 
made it possible for Hill’s invention to 
reach the public. 

But there has been no Commemorative 
stamp for this First-Stamp Centenaty! No 
adhesive stamp to commemorate the first 
adhesive stamp, stamps our champion 
stamp-issuer “not cohesive.” 

Reporter's Note: Above interesting item 
taken from August Issue of two page mul- 
tigraphed letter—house magazine—bulletin 
published by Guy T. Burroughs of Bur- 
roughs Incorporated, 935 South Valencia, 
Los Angeles, California. Burroughs Bul- 
letins always interesting. 


TONIC FOR 
INTESTINAL FORTITUDE 


I HAVE READ with considerable interest your 
article in the July Reporter on “War in 
the Mails Section” and you are to be 
highly commended for your intestinal for- 
titude in bringing to the minds of the 
advertising trade and our Department the 
methods being used in the spread of this 
propaganda. 

I also take particular note of your re- 
portorial comment of your visit to St. Louis 
and to the Post Office. We are happy to 
have earned from you the description of 
“conscientious public servants” because we 
know that you know whereof you speak. 

With every good wish for the success of 
your continued efforts in behalf of all of 


us, lam... W. Rufus Jackson, Postmaster, 


United States Post Office: St. Louis, Mo. 


K YEER-1K 


PHOTO-ENGRAVERS SINCE 


540 W 
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FIFTY MILLION FRENCHMEN 


With ugly rumors of a management “sit down” on the preparedness 
program going the rounds . . . it is appropriate to give a Hi-Time salute to 


Warner & Swasey Company of Cleveland, Ohio. 


All Industrial Advertisers should read, study and absorb full page 
Warner & Swasey ad running in newspapers and business magazines (re- 
prints being direct mailed). Once again, your reporter has found an ad- 
vertisement worthy of being turned into an editorial without a change in a 
single word. Here it is: 


90,000,000 Frenchmen can be wrong... . 


AND WERE! 


They thought they could eat their cake and have it, too—thought they could be safe 
from invasion and yet take life easy. Workmen wanted short hours, business wanted 
easy taxes, youth wanted play. 


Then the Germans came—came in the planes and tanks, with the guns and bombs 
that Frenchmen hadn’t worked hard enough to produce. And now Frenchmen seem 
headed for serfdom—toiling long hours at starvation wages—because they forgot that 
the price of liberty is hard work. 


America must not make that same tragic mistake. And it will not, if American 
industry and labor can prevent it—as they can. 


At Warner & Swasey, for example, our men are working in three shifts 24 hours a 
day to supply the government and industry with the turret lathes without which America 
cannot rearm. Many of our workmen have sons who would be called in selective 
service. The more turret lathes these fathers turn out, the more airplanes, tanks and 
guns the government can make—to better arm and protect their sons and their country 
if need comes. 


For most of our 66 years our workmen and Warner & Swasey have grown up to- 
gether making turret lathes which turn out the products of peace—parts for baby 
carriages, radios, washing machines, automobiles. We asked nothing more of life than 
the chance to continue such work. 


But suddenly our country is in a dangerous emergency. You can’t make the engines 
of defense without turret lathes. 


The government demands them from industry—and industry says it can deliver 
only if we supply turret lathes. 


Our normal production is ample for all peace-time needs. Yet we would be failing 
our country if we sat back and conserved our resources now. Therefore, Warner & 
Swasey has built two additions to its plant, to supply the government with the turret 
lathes needed to make America secure. 


This is an emergency, and we are proud to submerge ourselves for the safety of 
the nation to which we belong. 


1872 


. . MEDALLION 
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HOW TO ANSWER INQUIRIES 


1. Answer all inquiries the same day they are received. Give ’em the right-of-way. 


2. Be sure your reply is complete in every detail and gives all the information 
asked for in the inquiry. 


3. IF A CATALOG IS TO BE SENT, SEND IT WITH YOUR letter—NOT UNDER 
SEPARATE COVER. 


4. Don’t make your prospect wait for information—answer his inquiry first, then 
let local agents follow up. 


5. Use follow-ups religiously, and change your story each time. Send descriptive 
material and be sure it’s interesting, convincingly written. 


6. Be sure your literature is neat and attractive. The letter itself should be the 
last word in careful production. 


Reporter’s Note: These rules are given in the August Issue of “In Transit,” 
published by the Atlanta Envelope Company, Atlanta, Georgia. We agree that 
they are good rules . . . because too often sales are butchered by lackadaisical, 
inadequate handling of inquiries after advertising has brought them in. We 
also agree with the Editor’s added warning that the envelopes should be as 
carefully planned and executed as the remainder of the inquiry-answering 
material. 


Our thanks go to Dave Goldwasser for printing a 414” x 4” advertisement 
for The Reporter. First time to our knowledge it has been done. 





Where Else lan You Buy 
LETTERHEADS cx. «4: 
lowes $f 24 Thousand ! 





Send us a sample of your present letterhead 
and let us quote our MASS PRODUCTION 
price for QUALITY work on any quantity in 
which you buy. Our Letterhead Clinic will 
re-design your old letterhead, if you wish, 
and submit sketches absolutely free and with- 
out obligation, together with our quotation. 


Universal Lithographing Co. 


(A Subsidiary of Peerless Lithographing Co.) 


Dept. 28 
4311 Diversey Ave. Chicago, Ill. 





At Last rarciros LONE & RATE CHART 


Gives Zone and Rates between your 








rent | dy, 2 3 See = 
“a i = city (and 89 others) and every city 
eh ieGetecoe ome in the United States over 100,000 
population. 





POSTAL 


‘ont [eat titi gy. 84 fet duction and mailing costs of chart. 


CITIES 





If you ship from Maine, New Hampshire, Vermont, Massachusetts, 
Rhode Island, Connecticut, New York, New Jersey, Pennsylvania, Ohio, 
Delaware, Maryland, Missouri, Illinois, Michigan, lowa, Wisconsin, send 


25¢ 


The only available source of 
such 
usable form. 
minutes of shippers’ time daily. 


SIZE: 21 x 24 offset on heavy stock 
with tinned edges. To introduce you 


information in instant 


Will save many 


to our catalog of mailing containers, 
we will send both for actual pro- 


FOR YOUR COPY 
SENT PREPAID 


THE MASON BOX COMPANY 


ATTLEBORO FALLS, MASS. 
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POCKET THE 
DIFFERENCE! 


The difference between the Order- 
Velope and the ordinary flat order- 
envelope form is the completely 
formed pocket that invites confidence 
on the part of your customers to 
enclose cash with order. 

The difference between the Order- 
Velope and the separate order form 
and envelope is the one unit construc- 
tion that has been proven to increase 
returns. 


THERE IS NO DIFFERENCE IN PRICE. 





INSIDE VIEW OF ORDER-VELOPE SHOWING 
ORDER FORM COPY AREA AND COMPLETELY 
FORMED ENVELOPE POCKET. 









g OF 
Soar 


‘or HERE 


— . 


BACK VIEW OF ORDER- 
VELOPE AFTER MAKING 
ONE FOLD. 





ORDER-VELOPE COMPLETELY 
FOLDED, READY FOR MAILING 

ORDER AND REMITTANCE. 
Why not pocket the difference in increased 
profits that Order-Velopes will bring you as 
the order form envelope presentation in 
your direct mail, catalogs, packages, books, 
broadsides, pamphlets, for counter distribu- 
tion, and for every mail order effort that 
requests a return enclosure. 


WRITE for SAMPLES and PRICES TODAY! 


THE SAWDON COMPARY, Inc. 
230 PARK AVE., NEW YORK, N. Y. 
MUrray Hill 6-1566 
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HOW TO BUILD A SIMPLE IDEA FILE 


Inquiries constantly reach The Reporter asking for a stock formula for 
building an Idea File. Stock formulas are dangerous. It all depends on how 
far you want to go toward simplicity or toward elaborateness. The D.M.A.A. 
Library has several million specimens of Direct Mail filed under some 18,000 
cross-classifications. In The Direct Mail Center we have what we believe is 
the simplest Idea File in the world. And it can be duplicated by any Direct 
Mail user who wants to have a simple, easily maintained file of current idea- 
stimulators. Here is a short explanation. 


Drawer 1. The Functional Uses of Direct Mail. We all know that there 
are 49 various uses of Direct Mail. The list of these 49 uses has been pub- 
licized by the D.M.A.A. and has been published in The Reporter. But 49 
classifications are not easy to work with. Therefore in The Reporter file 
we boil the whole thing down into the Six Fundamental Uses as follows: 


Secure contacts for salesmen. 
Bring persons to you. | 
Influence thinking of groups. 
Obtain actual money. 
Stimulate some desired action. 
Learn facts. 


AVP wN 


Into the folders covering those six uses, we place the best current exam- 
ples. If any of you readers of The Reporter want to elaborate on this particu- 
lar drawer, add extra uses (from “49” listing) under the proper fundamental 
headings. 


Drawer 2. The Forms of Direct Mail. We have a folder containing 


current specimens for each of the following forms: 


Letters Brochures Bulletins 

Circulars Die-Cut Folders Portfolios 
Broadsides Tags, Labels, etc. Self-Mailing Folders 
Booklets House Magazines Illustrated ‘Letters 


Mailing Cards Sales Manuals 
Catalogs Novelties 
Enclosures Dual-Use Letters 
Store Cards Blotters 


Miniature Newspapers 
Postal Cards 

Window Strips 
Tumbo Letters 
Miniature Letters 


Drawer 3. Realism. In this section we place current examples of the 
best ideas in die-cutting, sampling, trick-folds, and all the other clever or 
unique stunts which have been used to add realism to an offer. 
class Realism into these divisions. 


Roughly we 


1. Die-cutting to give an exact picture of the product. 

2. Die-cutting or “tipping-on” to show product or its use. 

3. Die-cut or tip-on stunts appropriately worked into the piece to tie-in with the 
story. 

Die-cutting just for attention or to make explanation clear. 

Stunts to dramatize the offer. 


DS 


Motion, pull-outs, or trick folds for attention. 


Drawer 4. Use this drawer for a collection of the particular form or 
usage of Direct Mail in which you are most interested and which applies most 
closely to your business. In the case of The Direct Mail Center, we use this 
drawer for House Magazines. There are samples of about 1600 House Maga- 
zines and as each new issue arrives, it is placed in the current file and the old 


copies are turned over to the D.M.A.A. 


That’s about the simplest filing system we have been able to develop. If 
you want to get more elaborate each one of the sub-divisions given above can 
be broken into smaller units, or you can break still further into industry 
classification. If you want to get completely scientific, install the Ellis Plan 


Filing System . . . but our advice always is . . . keep your Idea File simple. 
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WHY 
OPERATORS PREFER 


MERCURY-GRAPH 
ROLLERS 


QO get the best possible re- 
sults from your Multi- 
graph machine you must use 
highest quality rollers. Oper- 


ators find that. by using -Mer- W H Y eS 


cury-Graph rollers it is pos- 


sible to sharply improve the it is guaranteed to your satis- 
e © quality of ink distribution, () p hk R AT () R S p a k k k R faction. Scientifically tested 
which results in clear, more | for perfect roundness, absolute- 
uniform reproductions. Moree |MERCURY-LITH BLANKETS) Jy even, unblemished surface 
over these np sg = and just the proper affinity for 
are guaranieed 10 your Salls- ECAUSE of specially reinforced ends these oF 
faction. They are durable and scientifically designed blankets last longer ogee eo - pric 
have the proper consisiency and give better performance. They have great “ei peltecmcee RARE 
for one printing. They last tensile strength and smooth, unblemished sur- ee oe ee 
and last! face and have the same fine qualities as the back for more. 
famous Mercury blankets for use on the world’s 
largest and fastest Lithographic presses. We 
guarantee that no finer Multilith blankets can 
be purchased at any price. For lasting satis- 
faction, use Mercury-Lith blankets. 


WHY 
OPERATORS PREFER 


MERCURY-LITH 
ROLLERS 


ERE indeed is a roller 
worth cheering about! It 
has every feature operators 
prefer in a Multilith roller. 
Like the Mercury-Graph roller, 



















Se ee 


World's largest plant devoted exclusively to producing rollers and blankets for the graphic arts 


: % D. M. RAPPORT, Pres. Federal at 26th Street, ei siler-\er®) 
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YEP! ITS REAL! 

“vep! aT’s REAL!” is the heading on a 
salesman’s appointment card used by Uni- 
versity Frocks, Inc., and your reporter is 
indebted to Bernice Bowser of the Bowser 
Service Corporation, 51 Madison Avenue, 
New York City, for telling us about it. 
The card measures 4” x 234” and is en- 
closed in a cellophane envelope. Right 
before the heading a real one cent coin is 
tipped onto the card. It of course shows 
through the cellophane envelope. The 
rest of the copy reads: 

“And so are the dollars you'll make with 

University Frocks! At $4.75 

I'll be seeing you and showing yot at 

The 

ON ae Sk eae 

Mrs. Bowser tells us that the buyers 
raved about this particular card. They 
kept their appointments and took pleasure 
in showing the unusual card to business 
acquaintances and the folks at home. We 
are glad to see the penny stunt revived 
with a brand new slant. 

& 

NEW ZEALAND THORONESS 
IN OUR MARCH Reporter, we printed the 
report of a test given to us by Mr. C. 
Moffat of The L. T. Watkins Limited, 176- 
186 Cuba Street, Wellington C.2, New Zea- 
land. Gibson McCabe, Circulating Man- 
ager of “Young America”, New York, was 
the only reader who discovered and re- 
ported an arithmetical mistake in the per- 
centages of orders . . . so we printed the 
correction in April. On June 24th Mr. 
Moffat wrote the following letter to Mr. 
McCabe. Now the whole thing is straight- 
ened out: 

When you saw the New Zealand stamp 
on the envelope I'll bet you thought of 
the “New Zealander” mentioned in the 
April Reporter. 

So he is writing to thank you for no- 
ticing the error and also to offer his apolo- 
gies to you—and to Mr. Hoke—for the 
lapse. 

The way the mistake was made was 
that the mailing was done in two parts— 
one list of 1,028 and the other of 772—a 
total of 1,800. The percentage of orders 
was worked out on the 1,028 (2.7%) in- 
stead of 1,800 (1.5%). 

(We won't quarrel about the 1% dif- 
ference! ) 

As you seemingly had doubt about the 
79.8% replies 'm enclosing a copy of the 
letter which’ did it. After you’ve read it 
you will probably wonder why it wasn’t 
99.8%! 

With all good wishes from one Direct 
Mail man to another. 

7 Very truly yours, 
C. Moffat, Manager. 
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JUST HUMOR IT TILL WE GET THERE 


Whenever you begin to suspect that an adver- 


tising idea is floating around your office we'd 
like to have you phone us. We'll come running 
with our nets to help you catch the idea and 
put it on just the right kind of paper in the right 
color ink. We promise we'll use every device 
we ever heard of to help you present your 
story with more clarity, interest, and warmth.* 


WILLIAM E. RUDGE’S SONS 


225 VARICK STREET - NEW YORK, N. Y. 
Phone: WAlker 5-5821 


PRINTERS ° TYPOGRAPHERS ° DIRECT MAIL PRODUCERS 


* Furthermore, the chances are that Rudge can save you money. All 
our designers are thoroughly trained in the art of bettering budgets. 
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In 1939, because of its superior 
color, finish, standard high 
quality and very moderate 
price, ADIRONDACK BOND 
showed the largest increase 
in its history. And 1940 is ahead 
of 1939! Look for the water- 
mark when you buy bond 
paper. It is your assurance of 
uniform quality and economy, 


ADIRONDACK BOND is 
ideal for business forms as well 
as letterheads. Available in 
brilliant white and twelve col- 
ors in all standard weights and 
sizes with envelopes to match, 


INTERNATIONAL PAPER CO. 
220 East 42nd Street, New York, N.Y. 
Branch Offices: BOSTON - CHICAGO - CLEVELAND 








Made by the Makers of: ADIRONDACK BOND & LEDGER e INTERNATIONAL MIMEO- 
SCRIPT « INTERNATIONAL DUPLICATOR e¢ BEESWING MANIFOLD e TICONDEROGA 
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WHO WANTS AN INDEX? 


HERES SOMETHING I’ve wanted to talk to 
you about for months. There’s so much 
save-worthy material in every issue of 
the magazine—and it’s so much trouble 
to clip it and paste it in a scrapbook, that 
1 wonder whether or not enough of your 
subscribers would take kindly to the sug- 
gestion that you publish an annual INDEX 
to the Reporter, to be sold to them at a 
moderate additional cost of say $1 or $2. 
Would that cover the cost of compiling 
the index, if enough readers went along 
on the plan? 

You could, if you think it worthwhile, 
include an index of advertised products, 
as well. There’s another thing for which 
I think all of your readers would be grate- 
ful—and for which your advertisers, of 
course, should throw their hats in the air. 

Good luck to you, and thanks for a trade 
publication that is human and readable 
as well as useful. 

Sincerely, 
Chet Sloane, Advertising Promotion 
The Parents’ Magazine 
52 Vanderbilt Avenue 
New York, N. Y. 

Reporters Note: We've always won- 
dered how many people ever read indexes. 
Of course we know that librarians do, but 
how many advertising managers ever go 
to the trouble of looking back over the 
records? The Reporter has an up-to-the- 
minute cross-index of every item or article 
which has been printed since April 1938. 
How many readers would like to have a 
copy of this index? In the meantime if 
you are hunting any particular article, 
just drop us a post card and the informa- 
tion will reach you quickly. 


THE AMERICAN WAY 


A LOT OF PATRIOTISM in Direct Mail these 
days. We've already commented on much 
of it. Here is an item that appeared on 
the front page of Vol. III, No. 7 of NECCO 
NEWS, h.o. of the New England Confec- 
tionery Company, Cambridge, Massachu- 
setts. It is an item that we feel cannot 
be reprinted too often: 

“Tt is natural to think of national defense 
in terms of armies and navies, of guns and 
tanks and airplanes. They are the mobile 
ramparts upon which we rely to repel at- 
tacks from without and to safeguard our 
physical security. 

“But national defense is much broader 
than that. 
efficient industries and proficient workers 


It means that we must have 
to operate them. It means that we must 
be on the alert to detect and suppress 
activities aimed at promoting dissatisfaction 
and sowing the seeds of internal strife.” 
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ATTENTION ... HOUSE 
MAGAZINE EDITORS 

WILFRED A. 
Editor for The Jaqua Company, of Grand 
Rapids, Michigan (publishers of numerous 


PETERSON, House Magazine 


house magazines) writes to enroll himself 
as a HI-TIMER ... 


ance in helping to prepare American propa- 


and offers his assist- 


ganda. Here are interesting excerpts from 
his letter: “I was interested in your sug- 
gestion that house magazine editors devote 
at least one page per month to articles on 
Americanism. I have had this thought for 
some time myself and we have been run- 
ning articles in practically every issue on 
some phase of Americanism. I pledge 
you that from now on I will see to it 
definitely that at least one page in each 
issue is devoted to constructive American 
propaganda. 

“We have fourteen house magazines with 
a combined circulation of over 100,000 
copies per issue, so we do reach quite a 
few folks and very frequently, of course, 
the stuff is reprinted in other publications, 
giving it still wider circulation.” 

Reporter's Note: The combined circula- 
tion of all house magazines published in 
the United States runs into many millions. 
The Reporter will be glad to act as a 
clearing house for house magazine editors 
on the exchange or distribution of Ameri- 
¢an propaganda articles. House magazine 
editors are urged to offer their suggestions. 


GOOD LOOKING 


BEST LOOKING paper sample portfolio we've 
seen in a long time is that issued by The 
E. B. Eddy Company Limited of Hull, 
Canada. Advertising Manager G. D. Scott 
sends us a plastic covered, spiral bound 
brochure for Cheneaux Bond. The inside 
cover page measures only 5” x 84”. Un- 
derneath that each sheet is slightly wider 
and slightly longer. The colors running 
in sequence and harmony. And of course 
all of them show through the plastic cover 
. . . making a colorful rainbow effect. 


WINDOW BEAUTY 


IF YOU WANT to see an excellent booklet 
. . . if you want to see what can be done 
in dramatizing such a simple thing as a 
window, write to the Anderson Corpora- 
tion, Bayport, Minnesota, and ask for a 
copy of “Window Beauty.” 20 page 814” 
x 11” booklet, beautifully illustrated and 
well written. Your Reporter likes particu- 
larly the careful mixture of detailed de- 
scription and inspirational copy. This 
booklet could well be studied by many 
booklet planners who ramble around all 
over the map. 
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It’s the new, enclosed Ediphone for 
your desk. A beauty to look at! 
Compact as a box of candy! Believe 
it or not, this complete Ediphone 
takes up less desk space than a sheet 
of regular 8'2”x 11" business paper. 
Think of that! It’s another achieve- 
ment of the “house of miracles”— 


the Thomas A. Edison Labora- 


tories. 


SAY IT TO THE 


“ X If miracle. 


Fdi 


EDISON 





P 


It’s a cinch to use —easy as the 
telephone. You'll get out letters in 
20% to 50% less time. But that’s 
only half the advantage of this new 
time-saver. Memos, notes, dates, 
instructions, ideas are recorded as 
you think of them. Details disap- 
pear like magic. Your mind is left 
free and clear for the real business 


problems. Try one on your desk. 


hone 


OICEWRITER 








ft §6Dept. 





Thomas A. Edison, Inc., West Orange, N. J. 
Gentlemen:— I want — 
( ) The booklet “Don’t Work So Hard” 


( ) Atrial of the new desk Ediphone 





1 Name 





City 








Company 


— State 











Completely enclosed —dustproof 


(In Canada, Thomas A. Edison of Canada, Ltd., 610 Bay St., Toronto) 
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A MESSAGE TO THE SALESMANAGER 


Your task is to stimulate and inspire your salesmen .. . 
to infuse them with energy and ambition . . . to create 
in them a burning desire to succeed . . . to cause in 
them a determination to work earnestly and regularly 


._ and to increase their effectiveness in their work. 


You can accomplish ALL this if you will do just one 
thing. That is, improve the selling skill of your sales- 
men so that they will be able to INCREASE THEIR 
SALES with the same or less effort than they are now 
expending. 


The ‘stimulation’ and “inspiration” that you must 
inject somehow into your salesmen are not really moti- 
vations, but consequences. They will follow naturally 
if you do your ONE MAIN JOB, that is: take the 
“unskilled sales labor’’ on your force and adroitly trans- 
form it into ‘skilled sales labor.”’ 
When a salesman increases his skill he will 
enjoy greater sales, and you know “nothing 
succeeds like success.” It isn’t hard to inspire 
a salesman who is operating successfully. It isn't 
difficult to keep a salesman working earnestly 
and regularly when he is accomplishing gratify- 
ing results. 
What are these items of selling skill that you can 
develop in your salesmen? 
For many years two men of great intellectual brilliance 
have been developing a plan whereby selling skill can 
be implanted in salesmen. These men are specialists. 
One is a scientific psychologist and the other a practical 
business executive. 
The products of their research and practical tests have 
worked wonders in increasing sales volume in several 
companies. They have given the salesmen the few 
simple rules that get results. 


Their messages have increased the sales of many or- 
ganizations materially, in spite of the most trying and 
difficult competition and during the most unfavorable 
general conditions. Their principles were recognized 
by one of the world’s largest universities and adopted 
as a course in its curriculum. While the formulas used 
are simple in principle and clear to the understanding, 
they are scientifically and psychologically accurate. 
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They can now help YOU to increase YOUR sales. The 
entire development has been formed into a series of 
Sales Bulletins available at low cost—only $1 a week. 


This does not mean $1 per week per salesman; 
it is only $1 per week for a service that can 
be reproduced and mailed to every salesman on 
your force. 


This relieves you personally of the necessity of a heavy 
study program of all the modern phases of scientific 
research in selling. All this specialized work is done 
for you, leaving your time and efforts free for your 
regular executive duties. 


You can order a trial for any period you wish, from one 
week to fifty-two. The service is unconditionally guar- 
anteed. It can be cancelled at any time at your request. 


Here is your opportunity to get full benefits 
from a highly specialized sales knowledge, a 
permanent source of sales ideas and inspira- 
tional material, sales training and instruction to 
inculcate the needed selling skill in your sales- 
men, . . . a sales knowledge that may be worth 
thousands of dollars to you at a negligible cost, 
and without risk of loss. 


Simply mail coupon today. 


SALES DEVELOPMENT COMPANY 


3742 GARFIELD AVENUE MINNEAPOLIS, MINN. 


THE SALES DEVELOPMENT Co. 
3742 Garfield Avenue 
Minneapolis, Minn. 


To help solve the problem of “what to write to 
the salesmen’”’ and ‘“‘what to do to increase sales” 
let the Sales Development Bulletins come weekly, 
at $1 per week. 

I understand that I can cancel at any time by simply 
requesting that the bulletins be discontinued, and 
thereafter all shipments and obligations will stop. 
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OF YOUR 
ADVERTISING EFFORT 




















A two-compartment envelope as- 
sures your sales letter and booklet or 
catalogue arriving at the same time, 
giving your advertising full .effec- 
tiveness. 

Duo-Serve two-compartment envel- 
opes enable you to use your own 
business correspondence envelope 
for the letter. 

Duc-Serve envelopes are attractive 
and strong; they are made in both 
white and brown kraft, printed in 
maroon in three popular size com- 
binations. 

Duo-Serve envelopes can be made 
in special sizes, of various papers, in 
selected ink combinations on order. 

Duo-serve envelopes are not ex- 
pensive. Ask your paper merchant 
for samples and prices. 


Create your own 
two-compartment envelopes 


GAIN THE FULL EFFECT 

















Go after a 

BIG INCREASE in YOUR 
MAIL SALES VOLUME 
direct to the consumer 


in the new, active MAIL 
ORDER season moving 
under way rapidly! Selec- 
tive Mass Lists of Mail 
Order Customers and In- 
guirers of other mail order 
companies will respond 
liberally to your Mail Sales 
Appeal. Write us now at 
Dept. R-9 all about THAT 
SPECIAL MAIL ORDER 
PROBLEM so much on your 


mind. 
“MOSELY has the 


MOSELY 
Selective LIST Service 
230 CONGRESS STREET 
Boston, Mass. 
MAIL ORDER LIST HEAD- 
QUARTERS FOR VOLUME 
MAIL ORDER LIST USERS 


LISTS" 
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FOR NATIONAL DEFENSE 


Those interested in national defense from an educational viewpoint, are 
urged to write to President T. O. Walton of the Agricultural and Mechanical 
College of Texas at College Station, Texas. 


Ask President Walton to send you the beautiful brochure entitled “Facili- 
ties for National Defense” published July 1940. Purpose of brochure is to 
portray the facilities of the A. & M. College of Texas and its branches as they 
may fit into the scheme of preparation for national defense. 


Brochure beautifully executed and illustrated. To some of us Northerners 
. it comes as a revelation. No wonder some of our Southern Congressmen 
are more patriotically inclined than their Northern pacifist brothers. A. & M. 
College of Texas has supported training for national defense since its opening 
in 1876 as a Land-Grant College. It now has a selected student enrollment 
of more than 10,000 in the main college and its branches. It has offered train- 
ing in all branches of military science. Since 1917 the army has commissioned 
over 4,600 reserve officers from the ranks of the graduating classes. The 
college now proposes to furnish building sites and lands from its 6,197 acres 
for such structures as the government may deem necessary for the proper 


housing and training of men. 


If you want to see a piece of propaganda which breathes the spirit of 
democracy, which is the antithesis of everything which Herr Hitler and his 
cohorts stand for ... read this A. & M. brochure. Its spirit is typified in a 
paragraph taken from the address of Cadet Varner of Cottonwood, the Vale- 
dictorian of the 1940 graduating class. 


“During our four years here we have followed the same democratic principle— 
it has mattered not that a boy be a millionaire or one working every penny of his way 
through school, it mattered not whether he lived in a rambling shack or in the best 
dormitory—he was still an Aggie. Just as America as a country has created all men 
free and equal and has given the opportunity to rise to the top to those who have the 
will. and ability, so has our training here at A. & M. created all boys free and equal. 
Whether he were Jew or Gentile, American or German or Japanese—he was an Aggie, 
loved and respected by his classmates and given the same equal opportunity to push 
forward, just as long as he didn’t interfere with the rights of others. 


“Isn’t that the American Way?” 


MORE ABOUT HUMOR 


The following example came from Reporter Herman Jaffe of the Latham 
Printing Company, New York City. Maybe it isn’t good Direct Mail; maybe 
it isn’t even funny; but every month about this time—when the presses are 
yawning for The Reporter—we feel a strong sympathy for any copy writer 
who lets himself go like this: (On a penny post-card) : 


Dear Flower Lover: 


So many visitors to our gardens last spring went crazy over the beauty of our 
Oriental Poppy display, that the state asylum authorities have ordered us to dispose of 
90,000 plants. 
will not catch and hold their breath for such dangerously long periods; even a deep-sea 


They believe that by reducing the huge display of flowers, the beholders 


diver fainted. 


That is why we now are putting on a fire sale, a clearance sale, a removal sale (every 
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kind of sale, in fact, except a “damaged goods” sale—for such a sale would be misrep- 
resenting our hardy, easily grown, gigantic roots which produce a profusion of gorgeous 
flowers the first spring after planting). We will accept your order, providing it is for not 
more than 50,000 roots. RIGHT NOW IS THE TIME TO PLANT! 

Varieties come in all colors; why don’t you look on pages 30, 32, and 33 of our cata- 
log and read the descriptions? If you can’t read, just send us $2 and we will ship 
seven (7) varieties instead of the six offered in catalog collection—a $3.50 value. Or 
send us $6 and we will ship the 16 BEST varieties, plus 3 of the WORST ones free. 
Let us also send you seven $1 varieties of summer-blooming hemerocallis for $4.00. 

While we often say (laughingly) that we are in the plant business for our health, 
we recently have had a touch of anemia (or is it amnesia?—no, that is what you must 
have been suffering from)—but nothing so serious that an order from you cannot cure. 
You're the doctor; how about a cure. No pink pills, please—just green bills. 

By the way, have you mailed us your 1940 Iris order? Better dig out our catalog 
from under that stack of old magazines and make your selection. If you can’t find it, 
just send $1 to $1,000 and we will do right by your Nell—and your garden, too. Our 
plants guaranteed to grow like weeds, and why shouldn’t they! 


WEED’S NATIONAL IRIS GARDENS, Beaverton, Oregon 


Then there was another humorous piece this month. It came in a large 
plain white envelope. Address was typed on a pink label; in the upper left 
hand corner, instead of a return address there was a blue label with a single 
name—‘“George.” Inside the envelope was a heavy white card, folded in the 
middle. Folded size, 1014” x 7”. Back of fold was blank; the front of the 
outside fold bore in large black letters—‘‘This is Be-Kind-to-George Week. 
Circle 7-1544.” Unfolded, the inside of the card listed information about The 
Instructor Magazine, and the “George” turned out to be—you guessed it— 
George Rumage, that clever-mailing Advertising Sales Manager. 


We phoned Circle 7-1544 to find out how “Be-Kind-to-George Week” was 
progressing. Learned that these cards had gone to advertisers and prospects 
of The Instructor who already knew George. Aroused a lot of amused inter- 
est. Some of the advertisers receiving the cards, whose names were also George, 
sent the cards to their wives. (George Rumage wouldn’t tell us if any of 
these wives called his number). One of the men on an advertising trade paper, 
soliciting The [nstructor advertising, sent the card back with this on the blank, 
reverse side—“O.K. If You'll Be Kind to Joe.” 


WHAT IS ADVERTISING? 


Ever since last Spring, when the definition of the word advertising became 
a major problem in the world, (see March Reporter), we have been passing 
along various contributions. Here’s one for the record . . . and it’s about the 
best yet. It was contained in an address made before the New Jersey Drug 
Travellers’ Association by Douglas Wakefield Coutlée, Director of Advertis- 
ing, Merck & Co., Inc., Rahway, New Jersey: 


Advertising is information. Whether it be in the form of a printed message in a 
magazine or newspaper; a window display; billboard or sign; a letter, circular or book- 
let; or a radio announcement—if it is information about something that people need 
and want—it’s advertising. 

Advertising is as old as man himself. It was limited to word-of-mouth appeals in 
the early days. It assumed various forms as time went on—from the gesticulating mer- 
chant seated beside his wares in the market-place, to the itinerant town-crier with his 
sign and bell. And then with the invention of the printing press, advertising appeared 
in the form of printed words and pictures. Today, advertising is presented in many 
and varied forms; but its fundamental purpose is to supply information about things 
which are bought and sold. 

A well-conceived advertisement announces the facts about a product and tells where 
it may be obtained, when it is available, how it serves its purpose, why it should be 
purchased. 
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Tie Your Mail on the Bunn 
Package Tying Machine 


® Ties 20 to 30 Packages per minute. 


@ Ties all sizes tightly—no adjust- 
ments. 


Equals four hand tie-ers. 
@ Meets Postal Regulations. 
@ Makes a single wrap long way. 


double wrap the short way, cross- 
ing twine underneath package. 


Write 
For Our 
Free Trial 


Offer 





B. H. BUNN CO. 


7607 VINCENNES AVENUE 
CHICAGO, ILL. 














Direct-Mail Address 
Costs Cut In Half! 


Now you can afford (if you 
are a large mailer) to use an ad- 
dressing machine instead of a 
typewriter on any mailing list 
addressed more than once. This 
1s revolutionary, because hereto- 
fore names have had to be ad- 
dressed at least four times before 
it was worthwhile to make ad- 
dress plates for them. 

Send for circular, “Elliott 
Starts Addressing Revolution!”’ 
Learn how a 3-time addressing 
on a list of 100,000 names will 
pay for both the Address Cards 
and the Addressing Machine. 
And with this new Elliott system 
you will have no filing cabinets 
or trays to buy. 





Addressing Machine Company 
127 Albany St. Cambridge, Mass. 
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TYPESETTING SERVICE 


... for Advertisers’ and Publish- 
ers’ most exacting demands — 
Hand-type, Monotype, Linotype. 
...Tons of type of every descrip- 
tion for Electrotyping, Engraving. 
Reproduction proofs for Offset 
or Gravure Processes. Acomplete 
reprint division for quick service. 





KING 
TYPESETTING 
SERVICE 


In the McGraw-Hill Building 
330 WEST 42d ST., NEW YORK 








ALSO FOREIGN-LANGUAGE TYPESETTING 





























Names come to Life when you rent 
lists of individuals with knoun 
mail-buying habits. 


We know the names list owners 
circularlize to get their customers. 
And we know why some lists pull 
better than other lists that appear 
to be much the same. 


Give us a word-picture of your 
“average” prospect. We'll let you 
know the lists where you'll find 
this man — and hundreds of 
others like him. 


D-R SPECIAL LIST BUREAU 


(Division of Dickie-Raymend, lac.) 
. Broad Street Boston | 
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A CONSTITUENT EXPLODES 


Some chuckles were needed during hot August days . and W. 
Sheridan Kane of The Financial World Research Bureau, 21 West Street, 
New York City, supplied The Reporter Staff with a welcome interlude. This 
historical explosion is too good to file away or throw in the wastebasket, so 
we pass it along for whatever it may or may not be worth. (No offense meant 
or implied) Here’s Mr. Kane’s letter to The Reporter. 


Here’s how they run you around in circles to make you dizzy: 

In your June, 1940, Reporter you ran a paragraph in your offset section, side-cap- 
tioned, in italics, “Disturbing Fact”: 

It stated that it is impossible for anyone, in or out of the Government,—even the 
Post Office,—to find out from the Public Printer how many government franked envelopes 
are ordered or used by certain Congressmen; and that no one can find out how much 
the Members of Congress pay for reprints mailed to the German Library of Informa- 
tion list. 

You speculated whether Mr. Dies knew of this. 


I thought to find out by wring to Representative J. Parnell Thomas, a very active 
member of Mr. Dies’s committee. Under date of July 16, 1940, I copied the paragraph 
in letter form and directed the letter to “Dear Mr. Thomas.” I gave no credit to you 
because I felt Mr. Thomas would pay closer attention to it if presented as a me-to-him 
communication, 


Presumably the letter reached Washington the next day—July 17. Did Mr. Thomas 
answer it or acknowledge its receipt? Not to this day. BUT— 
somebody evidently decided the query was too hot to be left lying around in Mr. 
Thomas’s office, for it was instantly sent to Mr. Thomas’s colleague, Mr. Frank C. 
Osmers, Jr. (Mr. Osmers is not on the Dies Committee) and Mr. Osmer’s Secretary 
wrote me a charming letter under date of July 17 (How quickly that letter was 
answered and filed!) Here is what she wrote: 


“This will acknowledge your letter of July 17. (date wrong) 

“As it is a matter of Congressional courtesy, your letter has been referred 
to this office for a reply since you are a resident of Mr. Osmers’s district. 

“Mr. Osmers is out of town during the present recess of Congress but 
as soon as he returns I will take this matter up with him.” 


You will note there is nothing to indicate to whom my letter was originally sent, 
who referred it to Mr. Osmers, or what the subject matter was. 
Nothing more was heard until August 5, when I received the run-around letter from 
Mr. Osmers himself. It’s a gem: 
“Your letter of July 16th has been forwarded to this office. 
“If you have any specific questions concerning the Government, I shall be 
happy to supply you with the answers. 
“Sincerely yours, FRANK C. OSMERS, Jr.” 
I didn’t have any specific questions to propound to Mr. Osmers (as a reply to his 
invitation), so I took time out to tell him a few things. I sent the letter to his residence 
instead of to his Washington office. You may be interested in what I had to tell him. 


And now for the copy of the letter from W. Sheridan Kane to the Hon. 
Frank C. Osmers, Jr.,. Member of Congress from New Jersey. 


Dear Mr. Osmers: 

I am sending this to your residence—with apologies—because I want you to get 
this letter. It is the only way I can mollify the feeling of acute exasperation and frus- 
tration under which I labor at the moment. 

A certain amount of ineptitude in the transaction of office business, and bombastic 
buncombe in “communicating” with constituents in order to make certain no fences 
are damaged, is expected of public officials, particularly Congressmen. 

But sometimes it just goes too far and defeats its own purposes. Your office has 
succeeded in doing this. 

“Way back yonder” (July 16) I wrote to Mr. Thomas, who also is hearing from 
me. I wrote to him and not to you because of his membership on the Dies Committee. 
I called his attention to something I believed he would be glad to know about. It had 
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nothing to do with your district or his. It concerned the matters into which his Com- 
mittee is, presumably, delving. 


What happened? Under date of July 17 (note the date) I received a letter or 
note from Miss Simms stating that my letter of JULY 17 had been referred to your 
office as a matter of Congressional courtesy since I am a resident of your district. 


As a matter of fact I need no lessons in Congressional courtesy. I have fiddled 
around with politics too many years. I was on the first campaign committee that elected 
the late Speaker Byrns to Congress thirty-odd years ago, was a City and County Com- 
mitteeman in Tennessee and State Convention delegate as well as a minor official of the 


State Committee before | was 25. I served 18 years on the Bergen County (N. J.) 


Democratic Committee and as Municipal Chairman of Bogota (N. J.) 10 years. I 
know my way around the political map. 

Now for Chapter 2. This morning I have a note signed by you, dated August 3, 
stating that my letter of July 16 “has been forwarded to this office” and adding only 
this: (form paragraph No. umpty-ump). 


“If you” (that is: me) “have any specific questions concerning the Govern- 
ment, I shall be happy to supply you with the answers.” 
My only reply is: No comment. 
Yours truly, 


W. SHERIDAN KANE, Bogota, N. J. 


Reporter's Final Note: Now that we have had our fun . . . let’s admit 
seriously that we appreciate that Members of Congress have had tough 
sledding during the past summer. Your reporter can testify that some of 
the Members of Congress have handled their avalanche of correspondence 
ir. an astoundingly capable manner. Mr. Kane happened to hit on a dan- 
gerous and delicate subject, which we understand that the Dies Committee 
is investigating. The misuse of the Congressional franking privilege is 
getting more serious. Your reporter has just submitted to government 
authorities recent indisputable evidence which proves that a brand new 
method has been discovered by the Nazis to get their propaganda carried 
free. During recent weeks, German-Americans have been supplied with 
sealed government franked envelopes. The envelopes contain reprints of 
pro-Nazi speeches from the Congressional Records. Batches of these en- 
velopes are given to individuals with instructions that they address to names 
on their own list of acquaintances and that they deposit these addressed 
envelopes in the nearest mailbox without any postage. Your reporter has 
no desire to be cited for contempt of Congress, but this is about the dirtiest 
mess yet discovered. Imagine members of Congress allowing their 
franked envelopes to be used for general distribution and for outside ad- 
dressing. Isn’t it about hi-time that we have a complete airing of the whole 
structure of free mailing service? UNDERSTAND . . . those who are misusing 
the mailing privileges represent a very small minority. Leaders in both 
the House and the Senate are beginning to show evidence of alarm. Alarm 
may develop into action. In the meantime, readers of The Reporter are 
urged to examine carefully every piece of franked mail they receive (pass 
the word along to your business friends). If the franked envelope you 
receive contains material which is obviously or subtly propaganda for the 
Nazi despoilers . . . we urge you to write a letter of protest to the Congress- 
man involved and we also urge that you send carbon copies of your protest 
to your own Congressman and Senator and to the Dies Committee. Your 
protest can be simply worded, to wit . . . “We pay our hard earned pennies 
for the stamp we place on every letter we mail. Our letters are mailed in 
an effort to increase prosperity or business in the United States. Why should 
you use the mails without payment of postage to send me Nazi-inspired 
propaganda designed to injure business and wreck the United States?” 


If business men generally would join in such a protest, the misuse 
of the franking privilege would soon be ended. 
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Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 








TO INCREASE YOUR MAIL 
ADVERTISING RESULTS 


For the industrial and trade adver- 
tiser, selections can be made by func- 
tions, industries, size, location, etc. 
Hundreds of the leading industrial 
marketers use these lists exclusively 
for their direct mail promotion. 


* 
Many of the outstanding mail selling 
organizations have for years success- 
fully used these lists which include 
only men with known responsible 
positions in business. 
* 
Write for Details Today! 
Direct Mail Division 


McGraw-Hill Publishing Co., Inc. 
337 W. 42d St., New York, N. Y. 














Ujel ER READYS 
LABEL BOOK 


, EASY ADDRESSING and 
DIRECT MAIL HELPS 


Pages 10, 26, 32 


@ SHIPPING LABEL IDEAS 
Pages 10 through 25 

@ ADVERTISING LABELS... 

they “ride free”! 
Pages 3 to 5, 32, 36,37 

@ PACKAGING LABELS... 

dress up your product... 
Pages 34 and 35 
48 colorful pages! See what you 

want... know what you'll pay! 

Clip the coupon for yours TODAY! 


EVER READY LABEL CORP. 


157 EAST 25TH ST. NEW YORK. N. Y 





Ever Ready Label Corp., 157 East 25th St., New York, N. Y. 


Gentlemen: 
Please send your LABEL BOOK for my reference library. 
1 am particularly interested in labels. 





Name Title 








Company 





Address 





City and State 
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Times have changed! Modern needs demand 
Tempo Film's streamlined features. This 
simplified improvement actually eliminates 
type-filling, type-cleaning, cut-outs and the 
costly waste of time, labor and materials 
known to the old-fashioned way. It is not 
only more efficient and more economical 
but produces better copies! No wonder the 
nation's largest users change daily to- this 
new accepted standard. You would™too, if 
you tried it. 

For details, attach this advertisement 
to your letterhead and mail today. 


as, MILO HARDING CO. 


encit 515 Commonwealth Annex 
Pittsburgh, Pa. 

439 West Pico Boulevard 
Los Angeles, Cal. 







FILM 
STENCIL 











THE ONLY 


School of Direct Mail 


| Starts Again October 10, 1940 
| at 7:15 p.m. 
_ at the Direct Mail Center 
| * 
In twelve, big Tuesday and 
_ Thursday sessions you can get 
_ all the facts about Direct Mail 
Advertising . . . in lectures, 
questions and answers, and 
personal discussions. 
Same intensive Course, same 
expert instructors, same sound 
facts and formulas that have 
proved so valuable to the 
advertising men and women 
from all branches of Direct 
_ Mail who attended the previ- 
ous sessions of the School. 
Easy-to-take doses. 

. 


For Complete Information 
call or write 


THE REPORTER 
17 E. 42 St. New York, N. Y. 
| VAnderbilt 6-0888 
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CRACKPOT THREAT 


We award a prize of something or other to the following letter . . . for 
being at least the most amusing of the crackpot letters received so far. 


New York City, August 21, 1940 
Dear Sir:— 


Your recent anti-German press release has caused us to convoke a special meeting 
of our executive committee and it was unanimously decided to incorporate your name 
on our black list which incidentally is also the property of other organizations in this 
country and abroad. 


We have good reason to believe that you will be placed into a conc. \ration camp 
before another two years will have passed. It is the plan of making a concentration- 
ghetto of the Bronx to avoid the necessity of shifting large numbers of jews. The site 
will extend from the Harlem river to Woodlawn cemetery (the latter boundary also 
being considered for practical reasons). You will, we are sure, feel quite happy in these 
surroundings among your friends the jews. 

As you probably are a man possessing above average intelligence your early release 
will depend entirely on your capacity to see the light and to consider our Fuehrer’s 
ideas from an angle now strang@ to you. You will do well, however, in the meantime 
to change your harrangues. From the concentration camp we cannot save you, but of 
course interned persons are treated differently and according to the merits of each 
individual case. 

As a “Direct by Mail” man you will be interested to know that our membership 
to date counts 14,687 persons, each paying an annual fee of $5.00 and some of them 
more. With such a sum we are capable of doing quite a bit for Germany and the 
Fuehrer. There are many persons of importance among our members some of which 
you must know. We are all agreed that the jews must be eliminated everywhere and 
then slowly but surely exterminated and we do not want anyone making our work more 
dificult than it already is. 


Sieg Heil for Germany . . . Heil Hitler 


THE JEW BAITERS OF AMERICA, Signed D. R. Morse 


Reporter's Note: “To hell with you” seems to be the only appropriate 
reply to a correspondent who courageously threatens, but who hides behind 
the anonymity of an unknown address. 


GOOD FORTUNE 


Congratulations to R. W. Wallace of the Ad-Co Color Corporation, 24 
Avenue B., Newark, New Jersey, for a clever mailing. Your reporter received 
by mail a cardboard box measuring 314” x 244” x 114”. Label read “Good 
Fortune for Mr. Henry Hoke.” Folded inside box was a letter and enclosed 
in the letter was one of those circular framed cellophane lockets containing 
a pressed four leaf clover. The well-typed and personalized letter started out 


like this: 


“You are going to be lucky this year! 


“How do we know? Well, we've taken the precaution of enclosing one of the 
most famous and one of the rarest good-luck symbols in the world. Carry it with you 
always and it will serve you well in attracting any good luck that happens to be around. 


“If you want to prove the potency of this powerful good-luck charm, give it a 
chance to work for you right now. Let it serve as a reminder to send for samples of 
Ad-Co Flushed Color Ink Toners. You'll find, as have many of America’s leading ink 
manufacturers, that because of their uniformity, high quality and economy, Ad-Co 
Toners give you a definite selling edge over competition.” 


(And continued with two more well-written paragraphs). 


Incidentally, the actual letterhead is a beauty, with inks of all colors 
running out of a mixer design. 
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CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 





ADVERTISING AGENCIES 





Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 





EQUIPMENT 





SAVE HALF on Mimeographs, > Multi- 
graphs, Typewriters. Write for list of other 
bargains. Pruitt, 69 Pruitt Bldg., Chicago. 





EQUIPMENT FOR SALE 





MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-in, Repaired and Rebuilt. 
Write us your requirements. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 





FOR SALE 





FOR SALE—Multigraph, slightly used A-1 
shape, Model 66, No. 8621, 834” wide, with 
feeder, motor, also Multigraph folder. Low 
price. SOUTHWESTERN Stamp Works, 
Oklahoma City, Okla. 





HELP WANTED 


SALES MANAGER for large lettershop 
with sizable printing and offset depart- 
ments. Present volume $500,000 a year. 
Must have complete knowledge of processes, 
be a capable copy writer and have a back- 
ground of successful selling. Moderate 
starting salary with substantial advance- 
ment based on results. State fully in strict 
confidance past performances, references 
and starting salary desired. Box 801, Re- 
porter, 17 E. 42nd St., N. Y. C. 











SALES CORRESPONDENT — Mail order 
company wants young man to handle sales 
correspondence at Birmingham,  Ala.., 
branch. Must have several years’ experi- 
ence producing letters that actually sold 
goods. Tell all in long letter: experience, 
education, ambition, salary wanted. Ad- 
dress Box No. 802, The Reporter, 17 E. 
42nd St., N. Y. C. 





LETTER GADGETS 


WHY SPEND 4c to land one letter out of 
five on top of a desk when you can spend 
Se and put four out of five on top? Write 
for circular on Letter Gadge*s. A. MITCHELL, 
326 N. Michigan Ave., Chicago, IIl. 





LETTERHEADS 





MY ANALYSIS puts individuality in your 
letterhead. Mail yours with two dollars to 
Fred Scheff, Author “Letterhead Design and 
Manufacture,” 68 Nassau Street, New York. 
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Professional 
Mailings 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc.? We have 
complete mailing lists covering these 
groups and allied Professions. Our lists 
are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 


@ 100% Accuracy Guarantee 
@ 72-Hour Service 


@ Clean Address Imprints 


Fisher-Stevens Service. Inc. 
183 Varick St. New York, N. Y. 














ouse Organs 


If you sell a repeat 
product or service, 
write for information 


William Feather 


540 Caxton Bldg. Cleveland, O. 














MAILING LISTS 





MAILING LISTS and PROSPECT LISTS. 
Write for catalog of 6500 classifications. 
TRADE CIRCULAR ADVERTISING 
COMPANY, 25 S. Market Street, Chicago, 
Ill. FRA 1182. 








MISCELLANEOUS 


Pictures Give Your Advertising Literature 
SELLING POWER! Use them freely 
eliminating expensive engravings with 
Laurel Process. 500 (8% x 11”) copies 
$2.63: additional 100’s 22c. Equally low 
prices on Booklets, Folders, Catalogs. Re- 
quest Free Descriptive Manual. In Metro- 
politan N. Y. ask for Representative. Laurel 
Process, 480 Canal St., N. Y. C. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INKS & SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, IIl. 





OFFSET EQUIPMENT 





OFFSET PLATE MAKING EQUIPMENT. 
Supplies, instruction, installation at your 
shop. Photo-Lith Sales, 5141 E. Division, 
Chicago. 





SALES LETTERS 





IF IT’S WORTH HAVING, my letters will 
sell it. Fee, $5 for a single letter. Series 
of three, $10. Money-back basis. Jed 
Scarboro, Maplewood, N. J. 





AIR-RITHMETIC 


CONGRATULATIONS AGAIN to Robert A. 
Schmid, Sales Promotion Manager of Mu- 
tual Broadcasting System, Inc., 1440 Broad- 
way, New York City, for pulling another 
neat trick out of his idea-filled air. This 
time it’s a stiff bound portfolio covered 
with grey cloth. Title in white script 
“Air-rithmetic.” Held to front cover with 
rubber bands is a sharpened pencil with 
“Mutual 
stamped in gold. 


Broadcasting System, Inc.” 
Inside the presentation 
is one of those gradually shortened pages 
affairs . . . with the bottom of each sheet 
visible and with the bottom slogan acting 
as the “come-on.” An interesting way to 


get the prospect’s mind focused on cost. 


POLITICS? 


WHEN THE UNDERSIGNED renewed subscrip- 
tion of the Reporter, he did so because he 
was interested in constructive ideas of 
direct mail advertising. However, the fast 
few issues of your magazine make it in- 
creasingly clear that “War In The Mails” 
is of primary importance to you and every- 
thing else is relegated to the background. 
If your magazine should persist in playing 
politics, instead of paying attention to 
business problems, we will certainly not 
renew the subscription next year. 


Yours very truly, A. H. Volker 


Reporters note: The misuse of the mail 
is a serious business problem to all of us 
who are interested in the future welfare 
of this country. 

e 

STIFFENER LOGIC 
Your Reporter has mentioned before that 
some mailers are now logically making use 
of the cheap cardboard stiffeners placed 
in envelopes to protect elaborate booklets 
or brochures. Some firms have used these 
stiffeners for calendars, for special selling 
offers, for instructions . or just plain 
advertising messages. The Henry F. Hen- 
richs Publications, Litchfield, Illinois, used 
their current stiffener to carry a “sunshine 
saying’: 

“If Money is the Only Thing You are 

Getting Out of Your Business or Job, 

You are Not Getting Enough.” 


THE REPORTER 
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Of course you've heard about the Vari-lyper:- BUT do you 
what it’s all about ? If someone were to ask you 
ci-Typet?”» would you reply: “ The Vari-lypet is 
ectric, office compos in€ machine with changeable 
it would show 


type fac le spac ings” - 


your know ledge of the 


We hope $° 
;deal office compos ine machine - 

We il review changeable type faces and variable spac ines 
quickly (as much as it hurts )- The word “ change above 
is written in 2 match- 
van seatte. ALTOS” 
ator had to do to change 
to the 
Lift a small knob, turn 


it quickly and the ital- 


italic, was to 


sc was in position for 
- * . - . 
writing.--3° s as sim 


(Two types 


at a time-- 

60 populat English type 
faces for you to choose 
from.) By v8? sable spac~ 
ings, WE mean that you 
can condense 6 lines 
to the inch, and 10 let- 
ters tO the inch, to 9 
jines t° the inch, and 
18 letters to 
This advantaé 


inch. 


ibility is apparent: 


But there are other impor tant features: + -the automat ic 


justify2ne mechanis™, which stretches copy to give a justi- 
fied of eyen-right -hand margin (as on these columns): -- the 
carbon ribbon attachment which feeds fresh 1 /4" carbon for 
each impression. «+7 ne uniform results obtained on 4 Vari- 
Typer because impression is controlled: regardless of the 
operator $ touch. .- the metal plate mechanis™, which facil- 
itates typing direct tO metal plates for offset reproduction 
_,.the stencil light for writing stencils.--the repeat key 
for increas ine impress 10n at will----and many other impor - 
tant features: 
MANY DIFFERENT APPLICATIONS 
All of the foregoing features make it possible to use Vari- 


Typer for many differen - Stencils composed on 


the Vari-lyper are far superior to 


sily prepare Vari-lypet: 
an be handled better on 


_ Master copy for the gelatin 


metal-plate Cc 
Typer than on 4 
or spirit duplicat composed on Vari-)YPer: pro- 


duces longer runs with clearer results: Large tracings for 


This COPY composed on the Automat 1c Justifier shown above 


vs 


bluepr intine are economically typed on the Vari-lyper: saving 
time and money: Distinctiv© Te pendence, ease Or Te 8 
charts OF fnanc ial statements are more tegible 
d. This 1S an incompl jist of the many 4P- 
economically composed on the same machine 
ngs and improved appearance: 
HOW MUCH CAN YOU SAVE 
our users write this story for you: 
A Manufacturer says: 
“In actual dollars and 
cents savings We have 
paid for our Vari-lyper 
many times over and are 
now producing almost 
100% of ovr inter -com- 
pany forms on it. 
“It 1S also of great 
value in production of 
sales manuals - Savings 
are 40% on this item 
alone.” 


A Life Insurance Com- 


for both offset Pr 
and Multili thing of two 
new rate books we saved 
the entire purchase price 
of our Vari-lyper within 
three months-” 
A Publ ishiné Company tells us-- 
“As you know, with this particular book we found that st would 
have been :mposs ible for us to have printed the book in mono- 
t by reduc ing the cost by the use of Vari-lype! and 
the publication of the book was permissible at 
ble.” 
A Refining Company says: 
“We use the Vari-typet extensively in the preparation of 
bulletins» Lubrication guides and miscellaneous reproduc - 
tions of technical data. 
“The Vari-ltype® has made it possible to get this material into 
the field quickly and lends itself to? working out effective 
arrangements of tyPe- It 1s considered an important unit in 
our office equipment because of the savings effected 1” time 
compos ition and cost: 
We say: he Vari-1type® saves where application exists. 
START SAVINGS Now 
nvestigatine 
demons tration Pp 
“How You Can 


of work produ 


with actual samples 


It’s free: and there is no obligation: 


OUR REGULAR BULLETIN FoRM TO GIVE THIS pEMONSTRATION TO READERS r) eee REPORTER " 
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LITHOGRAPHED DUOTONES FOR DIRECT ADVERTISING 
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good sailor makes the most of his breeze, just as a smart advertiser uses Napeco Duo- 
tones to make the most of his budget. Duotones offer the maximum effectivene 


with utmost economy. 


THE NATIONAL PROCESS COMPANY 








